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FIFTY CENTS 


Team eye appeal 
with buy appeal... 


and vou havea smooth parwer-prae hed selling tool, 


The Magi 
professionally produced for ¢ unpbell Soup Com- 
pany by The Handy The 
Magie Shelf demonstrates how Campbell Soups 
make the for 


Shelf is a full-color motion pleture, 


Jam Orevanization. 


tasty base countless easy meals. 


If vou need such an effective selling tool. give us a 
call. When vou get this help there’s one explana- 
one account- 
one reasonable price ind vou ll like the 
Handy able. foll-time 
Write or call the braneh office nearest vou. 


tion of objectives, one responsibility 
ine 
technicians 


t\ the Jam 


work 


NEW YORK 18 
1775 Broadway 


DAYTON 2 
310 Talbott Bidg 


DETROIT 11 


Offices 


2821 E. Grand Bivd 


JAM HANDY 


OFZ 


Motion Pictures 

Color Productions 
Animated Cartoons 
Slidefilms 

Screen Advertising 
Television Commercials 
Promotion Pieces 


PITTSBURGH 22 


. 930-332 Penn Ave 


CHICAGO | 
230 North Michigan Ave 


Convention Planning 
Visual Presentations 
Meeting Packages 
Speech Coaching 
Slides 

Projection Service 


Training Devices 


HOLLYWOOD 28 
5746 Sunset Bivd 


IN NEW YORK IT TAKES 


e « eand only the Journal-American 
delivers this complete sales package 


AD )smes CONTROL OF THE NEW YORK MARKET 


Tuis is New York... a hundred different markets in one, 
a huge complex pattern of sales areas. 


One basic requisite for success in New York is 
thorough knowledge of the market. Block by block, the 
Journal-American’'s Sales Control Manual provides the 
necessary localized working data that lead to volume sales. 


POINT-OF- PURCHASE MERCHANDISING 


Topay your product must get as much dealer cooperation 
as possible. 


A fully trained staff of Journal-American field men will 
build displays and secure valuable shelf positions for your 
product; interest non-stocking retailers; report on brand 
popularity, dealer attitudes and other information. 
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EST HOME-GOING CIRCULATION 


In New York, the Journal-American reaches far more 
families than the two other home-going papers . . . 123,000 
more than the second; 265,000 more than the third. 


Take advantage of Journal-American circulation lead- 
ership and its sound merchandising program. They give you 
New York's only complete, most successful sales package. 
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A HEARST NEWSPAPER 
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NOW... 
“Same Day” Service 
on N.E.D. Sales Leads! 


A $100,000 investment has just been made 
by N.E.D. to better serve its readers and 
advertisers! “Why?” you ask. For two big 
reasons 


FIRST —reader interest in products adver 
tised and described editorially in N.E.D 
has been mounting ata phenomenal ratein 
recent months. Inquiries were Coming in 
faster than our service department could 
process them—even working around the 
clock with an increased staff. 


SECOND —these inquiries are sales leads 
only when manufacturers get them. And 
nobody wants “stale” inquiries. So 
something had to be done to speed up the 
service—and we've done it to the tune of 
a hundred thousand dollars 


New complex electronic equipment 
recently installed enables us to handle 
inquiries at almost unbelievable speed. 
Reader requests received at N.E.D. offices 
in the A.M. on our post-paid inquiry form 
are now processed so promptly and swiftly 
that they are forwarded to manufacturers 
within 24 hours! 

A FURTHER IMPROVEMENT in servic- 
ing reader requests is a new form 
for reporting inquiries to manufacturers 
Neatly and completely filled in by the 
electronic machine, it supplies all essential 
information, including invested capital 
rating and products manufactured, needed 
to quickly evaluate all inquiries. 

This new “same day” service is another 
good reason why it pays you to 
advertise in N.E.D. 


@ 68,498 COPIES (Total Distribution) 
@ 200,000 READERS 
@ in 41,561 PLANTS 


A PENTON PUBLICATION 


1213 West Third Street fcCA} 


Cleveland 13, Ohio 
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ADVERTISING 
Who Should Pay for the Ad Agency? 


Sampling by SM of leading corporation executives shows 


by media sellers pre- 


present system based upon discounts 
ferred over suggested method of giving agencies a percentage 


of advertisers’ sales volume 


One Theme for 6 Markets 
It has been so successful that it is now being used in 20 publi 
cations instead of the initial 15. The theme: the “Brockway 
rganization is at your beck and call night and day 


Ad Cost-Per-Inquiry 

Cut to $4.76 By Wiegand 
It was $22 in 1944. The drop followed a thorough study of 
promptness with which inquiries are answered, etfectiveness 
of sales literature, and speed of field call follow up 


Why the Burgie Jingle ls Welcome 

In Many West Coast Cities 
It injects a nostalgic note into the air and it is very low- 
pressure advertising. The carillonic chimes are available to 


each community for other music on special occasions 


GENERAL 


A Five-Minute Flashback 
Over SM's First 35 Years 


By Philip Salisbury, Editor, SALES MANAGEMENT 


GOVERNMENT 


Why It Takes Longer Now 

For Your Dealinas with Government 
Eisenhower's team is inspecting operations from top to bottom 
In many cases new policy has not been set so civil service peo 
ple hesitate to give definite answers to your questions. Here 
is the picture in major departments 
$y Jerome Shoenfeld, W ashington Editor 


LEADERSHIP 


Sales Champion 
Unrivaled, unchallenged 
Dick Grant tells how he sold $30 billions 
By Lawrence M. Hughes, Special Feature Editor 


MANAGEMENT CONTROL 


What's the Score? Admiral's Chart Room 

Keeps the Brass up to Date 
Che better the intelligence the hotter the news, the better the 
management strategy. Ask anv Army general! Executives at 
Admiral Corp. can get a picture of sales trends by a quick 
visit to fact he idquarters and get it in jig tire 


MARKETS 


Rack Jobbers’’ Seek New Wares for Supers 

Can Your Line Meet Their Specifications? 
Do you make housewares items that are logical for distribu 
tion through the big markets? Maybe the men known as 
service distributors” can help you. But you'll have to meet 
their requirements on packaging 
By Allen Levis, President, American Rack Merchandisers 


Institute 


PRICING 


What Happens to Margin and Profit 

When You Cut Prices 5°, 10%, 20°? 
Reductions may be so deep that sales can't possibly increase 
enough to pay out in dollars. No company should lose gross 
margin simply because it didn’t figure the implication on profit 
of a price cut. Here's how to compute yours 
By T. G. MaecGrowan, Manager, Marketing Research Depart- 
ment, The Firestone Tire & Rubber Co 
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24 


SALES ACCOUNTING 


What Will Happen to Profit A re 0 ui 
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Acc inting data may help or rio | an n 
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@ The 1953 Edition of Thomas 


Register carried product desecrip- 
SALES PROMOTION tive advertising for 10,384 Ad. 
Why Sausage Is Now Featured Vertisers. This vast advertising 
On So Many Employe Cafeteria Menus : 


Transparent Package Co., makers of sausage casings patronage far ex¢ eeds the num- 
| g returns from a promotion built aro 


} 


sein eiraie aun . ber of advertisers using all other 


penheimer, President, Transparent Package ¢ 


Seymour industrial media combined. 
How An Entire Industry 
Lifted Itself by Its Bootstraps 


One of the reasons for this 
What w 1 happen if all manutact 


rs agreed on a . — . 
Hisetr fabulous trend to T. R. is the 
Vice-President Anders 


direct return thru Top Quality 


inquiries that result in Sales. 
SALES TRAINING A Thomas Resister represent 
Wanted: More Selesmen ative can give you many other 
With Imagination < ., ¢ 
The whole future of Reynolds aluminum depends upon. the good reasons for your represen- 
ibility of sale en to spot new potential applications. Hence ; 


the emphasis, in sales training, upon development of curiosity tation in T. R. Call him, now. 
ipplication ingenuity, the need for the wide pen eve 
By Cloyd S. Steinmetz, Director of Sales Training 


By C z, Reynol The Only Paid Circulation 
etals ( 112 . 
in the field — 
Observe, Explain, Solicit!" ~ 
Socony Dealers Learn Via Loop Film ABC 96% Paid AbD 


\ novel 16-mm reel developed by the Navy enabl 


ence to “talk back” to characters in Socony-Vacuum’s training 


movies. It is another form of role-playing 
By Etna M. Kelley 13 
A Hatful of Ideas te Spark 
Your Distributor Meetings 
’ . ft them can you put to work In your next training 


Thev're tested, thev're fun, and they make sales 


ee REGISTER 
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SELLING TO INDUSTRY 


4 , 
Wanted: More Creative Selling 61 EIGHTH AVENUE NEW YORK 1, N. Y. 
For Products Sold to Industry 
Part \ f kKive Parts 
Organizing tor Efthcient Industrial Selling 
By Alan I rner, Late President, Amercoat Corp 
iborati } \. R. Hahn, Managing Fditor 
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PION. Ts 
birth ZATION, | Wi oO unique 
10 publicati does what 


where “ goes, sells 


Its uniquene ts verage of the 
tremendous horizontal market of coal usage 
which accounts for 9067 of annual coal con- 
sumption. Individual books may reach 
eyments of thismarket, but only UTILIZATION 


sells all six: 


e Klectric utilities, municipal 
vate power stations e Steel, cement and 
chemical plants e Manufacturers e Coal 
and wholesalers ¢ Coal docks and 
rail terminals e Plus many hospitals, 


schools and publie building 


How our infant has sprouted! In 1952 our advertisers 
placed 471 pages in UTILIZATION, a gain of 140 percent 


over 1948, first full vear of publication, 


per vere not at all unique. For instance, 
figures, success stories, like 
most er all for a re pi vou 
wish to sell companies who burn, buy, 
do | ,export, handl os hye al with, load, 
manufacture with, move, sell, ship or 
tor kpile coal. We promise no sales- 
man will call witl 


unicorn protuberance. 


Only thing unique about our 
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Family incomes are bigger 


in Milwaukee 
_,.and so are 


retail sales per family 


Milwaukee U. S. 


Metropolitan 
Mati | Average 


Effective Buying Income 


per Family {Seles Managemen *6,267 | *5 086 


Average Weekly Pay Check, | | 
Mfg. Production Workers ‘80.84 = *71.05 


neces madrid 4,326 °3,584 


The Milwaukee Journal 


READ IN 92% OF ALL HOMES IN THE METROPOLITAN AREA 


some Spots are better 


You've got to hand it to the women! They’ ve 


mastered the fine art of getting mone The 
ladies, bless them, now own 70 of the nation’ 
private wealth and they spend 8&5 cent 
American dollar 
To induce them to spend more of ther 

lon il Lado 


created a brand-y 


, at fhe right places 


others 


These local shows are low in cost, delivering pr ng 


RADIO STATIONS 
impressionable women listeners for as little as 


KSD 
WNBC 
personalities who are real pros at entertaining , besenesied 
nae } ; WTAM 
and selling! In addition, their programs offer KNBC 


70 cents per thousand. They feature local top-flight 


you exciting, new merchandising possibilities. _— 
KGU 


Women who pull the purse strings go all out for 


iicies Melaieises tie ee ial Ninna Sinailaslil ies tiie PELEVI: 
Captain Glenn in Cleveland Playhouse Party in St. Louis 
Varjori kK nqgin oan Franei CO Nancy O qood iw Wa hington 

Biehl in Honolulu, Hawa 


SPOT SALES 
30 Rockefeller Plaza, New York 20, N.Y 
wagqo = Detroit 


Los Angeles Charlot itlanta* 


Have 
you 

an 
interest 


in 
O. E. M. e FOOTBALL TICKETS super marketed! Bud Dudle 


£ Villanova ticket dilemr rnd crammed loca 


éj p 
lf the Original Equipment Market is ia # a yi ~ 

4 3 re ew F 
Wi GUNG 


H € 
portant to you, then you'll want to ry 
know what problems are currently most $ 

« 


. 


nportant t De sign Engine ers “~ &. 
Machine Design's Contin ing Study of 


lems can help you 


Design Engine er Prob 


Hundreds of Sales Managers use these 
reports to guide their selling « forts 
to emphasize the particular product 


advantages for which Design Engineers 
j J } 


ere leubing new Athletic Sales Manager 


The current report will help you check 
the interest in these proble + Salts a 


Materials Selection | ; | hilad 
ress uy ( it l Init wadiey owl i} lie 


Automatic Operation 
Reduced Costs 

Reduced Vibration 
Weight Reduction 
Quieter Operation 
Decreased Maintenance 
Easier Operating Controls 
Lubrication Methods 
Improved Appearance 
Production Methods 
Higher Speeds 

Greater Precision 


Send for Design Engineer Problen 


Report. Address your request to Business 
Manager, Machine Design, Penton Pub 
lishing C Penton Bidg., Cleveland 13 
Ohi ) 
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they Buy More because they Have More! 


Vi Hdise Store iles | example > / ge. . over 950,000 population 
> / ; unsurpassed for dive 


ance oO ll il ur ilture 


thie 


ofl thre 


Worite 


KELLY-SMITH COMPANY - NATIONAL REPRESENTATIVES 


THE INDIANAPOLIS STAR —_ 


YOUR FIRST TEAM FOR SALES IN INDIANA 


THE INDIANAPOLIS NEWS 


Radio Co poration ot America to take 20,000 tickets at half price. 


\s he puts it: Better to get half price for a lot of tickets than no price. 

OW 0 Se And i e process he discovered that about half ot the employes of 
these giant co porations had never seen a football game. Dudley was 

* astute enough to know that if he could get these people to a game, 

with all of the excitement and color, he'd automatically sell many 

usinessmen ot them on future gaines, Not just football but baseball basketball, 
other sports If he CO ild vet them out to several vanes he'd be b uild- 


ny up a loval V llanova following. 


* 
something When Investization showed that lox al super ma kets did an Si 1- 


million business every week he sold them on selling his tickets. Sy 
this technique Bud was able to unload 40.000 tickets on a cut-rate 


basis. ‘The super markets, in turn, gave away a ticket with each order 
Cy of $10! Bud had sold them on the you-scratch-my-back-I'll-scratch- 
vours idea. ‘The super markets were tickled pink ; business went ip 
by a mice percentage. And in the fantastic time of 24 hours all 40,000 


’ tickets were gone and the s ipers came back to Bud. 20,000 more,” 
they demanded 


When Bud did some lightning calculations he found he'd sold 


When General American Transporta 80.000 tickets. Villanova was alternately stunned and ecsta 

tion Co. of Chicago developed a new 

plating process, they faced the prob Phe gross for the game was almost $60,000. “T don’t know vet if 
lem of adve rtising something that we ll do this again this vear o1 in the tut ire,” he Savs,. And you know 
potential customers couldn't be shown he means he hopes he’s gotten the pump so well p! med that it won't 
be necessar\ His avreement with the super market Is not to make 
the same deal with a rival outfit. Other than that he’s left his way 
hey solved it with a full-page ad of lear and there’s no interterence in sight. But he’s pleased that four 
hundreds of words describing the pro other super market chains have searched him out 


cess, run only in The New York Times 


in an advertisement 


His brother athletic directors have been keeping his telephone 
The New York Times was chosen be You old 


so-and-so; how'd you do it?” they ask. id tells 
cause “it not only reaches key people, Whart’s sat for the goose is gravy for Villanova. 

but has a convincing way of doing it,” 

says Fred Smith, of Fred Smith & \lso he’s ind th tear hasn't beet 

Company, New York, General Ameri wounded s ! t “commercialization 

can’s public relations counselors 


that company we referred to in the first paragi 
We knew the credibility and force of 


keep your eye on Villanova. If, by any chance, athletics take a 
The Times would help us assure the di 


ve, get down to Philadelphia and sign Bud Dudlev for vou 
right people that this is truly a remark team. With a little practice he'll carry away your opposition’s 


able development.” posts! 


Two months later, more than 1,000 
letters had been received, “from the 


biggest corporations in the country 


There have been a great many appli 
cations for licenses for the process 
Research directors of several of the 
largest corporations have gone to Chi 
cago to discuss the process. All of this 
happened without any sales effort 
primarily through the ad in The New 
York Times.” 


Product or1 process hard or soft goods 
industrial or consumer merchandise 
Phe New York Times reaches the “key 


people influences the “right people WATCH IT, BOYS you just thought you 


e a] e ' -j ' | ' 
who make your advertising more effec had the more highly-technical sales fields 
w >F ex? 
tive, more profitable. That's the main os = =z mig er er oe “a nam, 
. , . ne € ic i tti | ir 
reason The New York Times has been « ye oe pete Me Hie esc 
from E. S. Peierls, president, Resistoflex Corp. 


first in advertising in the world’s first Anne started with the company in industrial 
> ' -] i 


market for 34 years sales, became aircraft sales supervisor, won 
for her company national contacts with air- 
a N k re craft supervisors. Aircraft component sales 
Che _ cw Jor Cim CS may be a man's world. But no one told Anne 
neat Cnet, Weeseld. Celene, meds and now it's too late—for the boys 


LOS ANGELES, SAN FRANCISCO 
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FCI oes 


...but competition's 
breathing down your neck! 


It's been so lone since some of us faced it. that 
the return of free and aggressive Competition ts 


a strange. new experience, 


Having something to sell, and having it in stock 
to deliver, is almost a novelty to many indus- 


trial companies. 


Sales totals long governed by mass-production 
capacity must now be achieved by mass- 


selling ability. 


Hlow is vour mass-selling ability ? Has it grown 
with your market? Is it prepared to cope with 
double the number of plants you had to call on 
ten vears ago’ Is it equal to the task of con- 
tacting three times as many buying influences in 


the larger plants? 


OCTOBER 15 1983 


Today's bigger and more complex mass-selling 
job calls for more contacts than you can ever 
hope to make personally —with industrial sales 
calls costing around $18.00) per contact. ‘The 
answer lies ino inereasing the productivity of 


these expensive. personal sales calls. 


You can do it’ through mass-communication, 
That's the job of your advertising— to get your 
product advantages across to the known, as well 
as the hidden, buying influences in thousands of 


plants. and to do it quickly and economically. 


It’s time to run faster if you want to heep ahead 
of competition. Your advertising ageney can be 
a big help in showing you how to run faster 

how to use mass-communication to reach more 
of the plants and buying influences you need 


™© DENTON foueins 


PENTON BUILDING « CLEVELAND 13, OHIO 


Well-laid plans: Careful tie-up of advertising and sales promotion is ty Well-tested product: Sirict labo 
fthe R ( mp | A er t nforenme { ‘ ! tera th i ot ry <« trols! vel ped mike wl 


CT. bre Fret 


Never Underestimate the Power of a Woman! 
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Cuerece! 


How the R. T. French Company made mustard a grocery 
list “must”... credits Ladies’ Home Journal with major role 


More than three generations ago, the R. 'T. French Advertising Manager. “The schedule that vear 
1 Mustard Street, Rochester, N. Y.. included two half-pages and two one-quarter pages 
tarted out in the spice and condiment busines LADIES’ Home JOURNAL. It was a sma tart, but 


sales began 1b almos we 
Prepared mustard was then hotter than fire and a ‘ale began to climb almost immediate 


| ] } 
glacially slow seller Kach year thereafter as iles increased 


But when Francis and George French developed idvertising was increased proportionate! 


French's C m Salad Mustard, they knew they had a Today Mr. Westgate sav after 30 vears of 
' \ rr 1 4 | y ) . | nr 
roduct with real volume potential, Here was a mustard adherence to this policy, our advertising expenditure 
\ i? | j ] st 
creamy texture nd milder but full favored tast in national magazine is yreater than the total sales 
lecome addition to a variety of favorite dishe and of French Mustard when we started magazine 
a natural complement to the fast-growing “hot dog advertising. During all this time we have aly 


We began national magazine advertising on French considered LAbII Homer JOURNAL. an 


Mustard in 1923, avs L. Westgate, Frenc! member of the team 
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Good m 


fi 


erchandising: First in Continuous advertising: Vika 
ir ipt rand abandon the i rer dyer Now, more tha 
hey ' 


j 
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LADIES 


A Curtis Publication 


and Get lowa’s Metropolitan Areas.. 


Ptas the Remainder of lowa! 


TAKE FOOD SALES, FOR INSTANCE! 
4.4% CEDAR RAPIDS 


10.7%  TRI-CITIES- 
10.7% DES MOINES 
3.1% DUBUQUE: 
47% SIOUX CITY 
4.3°% WATERLOO 
65.4% REMAINDER OF STATE 


Figures add to more than 100% 


Samaiiaas ahah dak. dies THE “REMAINDER OF IOWA” ACCOUNTS FOR THESE SALES: 


lo included in Tei-Chiles (Which You MISS Unless You Cover the Entire State) 

65.4% Food Stores 

enous, 61.6°% Eating and Drinking Places 
44.8°%, General Merchandise Stores 
55.6% Apparel Stores 
60.7% Home Furnishings Stores 
65.1°% Automotive Dealers 
73.2% Filling Stations 
79.6%, Building Material Groups 
60.4°%, Drugstores 


Source: 1952-53 Consumer Markets 
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BUY ALL of IOWA— 
Plus “lowa Plus”—with 


POLO yy | wl | Li 
are + 
miSSOURI in 


Des Moines . . . 50,000 Watts 
Col. B. J. Palmer, President 


° » ; > : t . 
& PETERS INC... National Representatives P. A. Loyet, Resident Manager 
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COMMENT 


When You're 65 
[he probl ft] 


OCTOBER 


SELL MORE IN THE 


SOUTH’S 
No. 1 State! 


AFFILIATE 


HOME 
FURNISHINGS 
SALES 


WINSTON-SALEM’S 


15- COUNTY 
MARKET 


$43,002,000" 


*Sules Management, 
1953 Survey of Buying Power 


Recent official Hooper Ratings 
show WSJS, the Journal-Sentinel 
Station, FIRST in the morning— 
FIRST in the afternoon— FIRST in 
the evening! For the finest in 

AM-FM coverage, it's WSJS 

in Winston-Salem. 


Represented by: HEADLEY-REED CO. 


YOUR BIG CUSTOMER 


TODAY AND 


TOMORROW 


thal young woman wv hev tions 


Big Buyer on her own! 
Earnings and allowances give 
these girls $3,700,000,000 


a year to spend, fancy free. 


Getting gifts galore! 
Birthdays, Christmas, grad- 
uation, hope chest. Gifts she 


nearly always selects herself. 


Coaching Mom, Dad! 
Power in every field of fam- 
ily buying. She can pick a 


product...switch a brand. 


Here comes the bride! 
More girls wed at 18 than at 
any other age. Is your product 


on their shopping lists, for life? 


There’s one best way to reach the 7,500,000 


young women in their teens: 


seventeen sls 
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Prosperity Is Not Self-Perpetuating 


When VO present your Sal ogra to th ¥ it ce 
( the } , ; j . , e } | 


Near 


Lehi 


| nuwipapine 


ant Mad twrybed 
_ aC 


nile 


The Conrier-Zon 


Owners and operators of 
Station WHAS and Station WHAS TV 
372,946 DAILY «¢ 301,686 SUNDAY 
REPRESENTED NATIONALLY BY THE BRANMAM CO 


write today 
for full details 


PEN CORP. 
ENGLEWOOD, WN. J. 


Beat '53 quotas... 
break records in '54! 


New, sure-fire 


incentive awards 


OVERSEAS AIR VACATIONS 


® Complete service—Pan American works hand in hand with the top 
merchandisers of national incentive plans. 

®@ Low priced—trip awards from $121. Complete, all-expense vacations 
that appeal to the whole family. Thousands of choices— world-wide. 

®@ Flexible—trips can be taken on winners’ regular vacations... 
or send winners in a group under company leadership. 

® Trouble-free—just pick the award ‘‘package” you want. With Pan 
American all details can be arranged ... hotels, sightseeing, meals. 


®@ Highly successful—as prizes for sales force, top producers, 
dealers, customers. 


Get results like these! 


ee “ H.C. BURR COMPANY 


very 
happy to report Pittsburgh, Pa. 
that our Bermuda 
Irip Incentive Perhaps the most 
tor our dealers emphatic indication of 
brought us the results we the trip's success Was 
had hoped for in our pro when one ot the cm 
motuon, ¢ specially at a time ployees approached me 
of the year when sales were the first day back saying, 


really lagging. And this 1 will gladly be pels 
holiday was like 


> yack again 
1 shot in if we can go | A R 
the arm 


tomorrow 
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You can award a memorable week in Bermuda (above) for as little as 


$129 per person from New York by Clipper.* 
order tor successful group trips—has something tor everyone 


An overseas vacation is every man’s dream. The 
chance to win this “dream” stimulates quick, 
enthusiastic action in any group... enlists 


family support, too! 


Specially packaged for group travel, Pan 
American air vacations cost even less per 
person, yet get maximum effort from your 
top producers—win maximum support from 


their wives as well! 


Publicity, folders, booklets, posters and other 
merchandising aids are part of Pan Amer- 
ican’s sure-fire award “packages.” They 

greatly increase the effectiveness of yout 

incentive program ... make it a completely 


planned and personalized service. 


Send for full details 


Start the ball rolling for the most 
resultful contests you've ever held! 


Pan AMERICAN 


World’s Most Experienced 
Airline 


OCTOBER | 


Bermuda is made-to 


WwW 


ee er ee a 


= 


Or, if your winner lives in California, a prize week 
in Hawaii for as little as $257.50. And this ts per 
sonalized service—all the way! 


Typical PAA 
Group Travel 
Award “Packages” 


$197 
410° 
178°° 


Miami-Havana 121 
New York-Paris & London ... 634 
Miami-Nassau 195 
New York-Puerto Rico 240 


Fares per person based ont 


THOUSANDS OF OTHER COMPLETE 


Pan American, Dept. SM 
Box 1111, New York 17, N.¥ 


I want more informauon about ove Pseas alr Vacations 


as sure-fire incentive awards! No obligation 


r 


o 


— 
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E” RY single business hour during a business 


year, 167 Detroit Free Press readers either 


make a ’phone call to our 


Why? Because 


write us a letter, 


Service Bureau, or pay us a visit. 
they have seen something in the columns of this 
newspaper that aroused 

their interest and 

suggested a need for 
more information. 
During the last 

five years, an 


348,849 


av- 
erage of 
inquiries an- 


nually from our 


readers have come to our Women’s Service 
Bureau. 

We call this haman interest compounded. And 
this interest pays out to any advertiser. It delivers 
a million dollars worth of business in ten days 
for a big drug chain... it sells $60,000 worth 
of $14.95 dresses for an important downtown 
store... it brings out seven hundred people in 
six hours to look at an advertised home... it 
for $8000 worth of 


brought in customers 


“Party Pants”... it moved out $11,500 worth 
of furniture from one advertisement. 

Why not employ this “human interest pre- 
ferred” that is such a definite get-at-able and 


usable characteristic of Detroit Free Press 


columns? Use it now... regularly ... to mould 
minds, move merchandise and motivate people 


to buy more of your product or your service. 


Detroit 


Most Interesting 


“America $s 
JOH 


STORY, BR 


YORK RETAIL 


Free Press 


Newspaper 


N S KNIGHT, Publisher 


& FINLEY, INC., NATL. REP. 


WwINTCD aA) ARA 
HAL WINTER CO VLAN 


HANSON, NEW 
IRTS REP 
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TRENDS 


As seen by the Editor of Sales Management for the fortnight ending October 15, 1953 


1954: "CAUTIOUS OPTIMISM" NUMBER OF 


| BUSINESS FAILURES 


1946 ‘47 ‘48 ‘49 ‘50 ‘51 ‘52 1953 
JAN. THRU AUG 


CAN "TALK" CHANGE BUSINESS 
TRENDS? 


UNEMPLOYMENT 


IN THE U. S. 


3,395 


THOUSANDS 
OF PERSONS 
UNEMPLOYED 


RSBAAAS LOSS CRASS SRST 


DVLSGHVK’_ PHA DAY SFE 
DVSLSEVKYKEe AVAAoAOHs MQQ°935 


MASSE HK AAVANV |S - 
MLV. MAM Looe 
NNO MAAS Hoos” 
DNSSRASNY ME MAAN w= 
RSME MMO LS |" 
RLLGHNN MAW AON 


DSSS RSS MAN 
INNS” AN SSAA 


z 


1945 ‘46 ‘47 ‘48'49 ‘50 ‘SI 
\_—— averace 1952 = 1953 

SOURCE U.S. DEPARTMENT OF COMMERCE 

GRAPHIC BY PICK S WY 


the recession does come?’ He mig ot course, retral 
tron idding to his instalment pur hases and a tew do 
but the inclination of people Is to spend so long as they 


ha ( ronye’s and do nor antic pate los ny thei robs 


We are witnessing this type of what we might 
ling remains on a hig 


all the slump talk; vet, bankers 


and businessmen are moving ca itiously planning for the 


oppo fe reactions 1 olht now open 


' 
level, notwithstanding 


setback, and at the same time are talking down the slump 


talk 


SALT’s prediction tor 1954: Business 
good as we make it. It can be good, very good, tor the 
aggressive company with a good product, correctly priced. 
It wont he i good Vea tor the Wary nal COMmMpany 
marginal in the quality of its produc t or its selling opera 
tions The buyer will be in the saddle but he will be 
going torward. Keep up with hin 


ADVERTISING $4 BILLION SHORT 
Ina speech betore the Association of National Adver 


tisers at then Chicago meetings Ben Dutt head of 
RBBIDAQO ottered these fivures tor study: 


1920 1952 
National Income $69 billion $292 billion 
Advertising Volume $ 2.6 billion $ 7.2 billion 
°/, of National Income 4 2.4 


It 1952 advertising had been at the 1920 level ot 
the total would have been SII billion 
rvest that members ot boards ot directors and 
n iking committees take a long ha d look it. these 
res betore setting up budvets tor the 1954 “hard-sell 


veal 


1 percentage 


\\ he ther the idvertising bud y 


of past or ant ipated sales ‘ the more re ilisti Stand 


ird ot “what we should spend to do the job that must be 


done increases would seem to be called for in’ most 
ompanies to meet increased competition and incre ised 


consumer and corporation reluctance to spend. 


MORE ADVERTISING "RIGHT NOW" 
Speaking dur ph 
ated Business Publications for its member-publishers and 

their key personnel in Seattle’s Rainier Club, 4. K. Lasser 

tamous tax expert, stressed the fact that effort and expense 


ing a conterence sponsored by the Asso 


directed toward sales promotion and advertising have not 
kept pace with increases in consumers’ disposable income. 

he money is there, in consumers’ pockets,” he said, 
‘if business will only reach for it. If it doesn’t, we're 
yoinyg to begin to move at a mut h slower pace. Sales Ww I] 
drop off. Fewer people will be needed for jobs. We'll 


begin to get into a lot of trouble in this economy.” 


As a practh il way to enco irage increases in advertising 
ind research by business and industry, Lasser proposed 
that the Federal Government “make it worthwhile, from 
\nd this can be done,” he said 
Congress approves tax incentives tor a funded advertising 


t fax standpoint 


and rese@al h rese 


i dime in taxes It merely shifts the vear of a tax dedu 


This need not cost the Government 
rion so as to tavor an aggressive marketing program.” 

Annually inder the plan as he outlined it COMpanies 
would receive tax deductions tor a certain. percentage ot 
their sales dollar s, put the amount into non-interest beat ine 
Cjovernment securities which would mature at five vears 
but which would be redeemable at will. “The buyer would 
be taxed tor any bonds redeemed each vear, or tor an 
inredeemed bonds held at the end ot five vears, but would 
not be taxed in any year on any proceeds ot bond redemp 
tion that were directly invested in research and advertis 
ing. (Editor's note: for more detail on this Lasser plan. 
which will be submitted at the next meeting of Congress 
see SNE 7/1575 page 98.) 


MORE COOPERATIVE SELLING 


Nl arket ng men looking for greate! volume and lowered 
selling costs might well ask themselves Isn't there some 
manutacturer of a related product (not a competitive 


get together on a coop 


) oduct h whon | 


' 
erative advertising or selling plan to our mutua 

tage? Such a pl in mig ve us twice the advertisit 
twice the salesmen w ut a penny ot added cost. 


his ve articularly 


vertising plans some of which 


there has been an ines 
ooperative 
commented upon in this space Now comes a mere 
d sing ayvreement between Ro il \Metal \l wmuifactu 
Co., makers of metal beds, and the Englander Co., n 


esses, WHT h COCs bevond the ad ertising ph ise, 


ny this month the products made by these con 


o* | 
vanies in their contract and institutional divisions become 
ivailable through ¢ 


ids explaining the features of the plan, “Now 2 Great 


' 


> sales force of either company. spre id 


Names Give 1 Complete’ Service” appear in seven maga 
PI 


vines reaching the institutions field. 


Watch and st 


TYIIS nga good be 


t 


PHILIP SALISBURY 
Editor 
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1,310,000 


PEOPLE 


Everywhere in sowa 


read 


THE DES MOINES SUNDAY REGISTER 


Towns over 25,000 380,000 readers 
Towns 2,500 to 25,000 260,000 readers 
Towns under 2,500 270,000 readers 
Open Country 400,000 readers 


As reported by the Advertising Research Foun- 
dation in its first statewide audience study of 14 Sunday 


newspapers circulating in Lowa. 


For complete facts on what these people earn, what they own, see 
Study of che Des Moines Sunday Register Audience in Iowa.” 
yn how to get your copy, write Advertising Research Foundation 


11 West 42nd St., New York 36, New York. 


THE DES MOINES SUNDAY REGISTER 


...an "A" Schedule Newspaper in an "A-1" Market 
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What Happens to Margin and Profit 
When You Cut Prices 5%, 10%, 20% ? 


Reductions may be so deep that sales can't possibly in- 
crease enough to pay out in dollars. No company should 
lose gross margin simply because it didn't figure the impli- 


cation on profit of a cut. Here's how to compute yours. 


Sell How Many More Units 
For the Same Dollars ? 


} k THEN, to give the same dollar volume your unit sales 
e 


ested in ¢ rd of fic 
“Sell How Many More 
ime Dollars?” 


I} table ho 


When your selling price drops must increase 


entace 


orn 
' 
} the table 


best method but 


n page 154) 


BY T. G. MacGOWAN 


Manager, Marketing Research Department 
The Firestone Tire & Rubber Co. 
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You'll Need More Units 


WHEN YOUR | Decide your of price cut 
SELLING 
PRICE 
DROPS 


You'll Need More Dollars 


WHEN YOUR Decide your of price 
SELLING 
PRICE 
DROPS 


They re in the News 


FOR GENERAL ADVERTISERS 


One of his sons is a Ford dealer. 


BIBLES AND FORDS .... [he new chairman of the Association 
t National Advertisers is a gentleman who affects bow ties, a king 
size wrist watch, big horn rim glasses and looks every man’s idea of a 
newspaper publisher. Which isn’t tar off base: Ben R. Donaldson 
director of advertising and sales promotion since ‘45 has been with 
his company since 1919, has, indeed, been in newspaper work—for 
Ford. He got his first job as head of the Mailing Department of the 
Dearborn Independent, a tormer company-owned publication. Late: 
he became associate editor of the pape and then editor of Ford's 
plant publications. Doubling in brass, he handled programs for the 
company's commercial radio station—second oldest in the U.S. (He 
was also one of the first commercial radio announcers.) After 10 
vears of extensive tr ivelling ibroad as export advertising manager for 
the Fordson tractor, he began directing the writing of the history of 
Kord in World War Il, a project of more than 500,000 words. 

Sen's interest in printing and the graphic arts led him to collecting 
rare books especially Bibles. He has a page trom the (jutenberg 
Bible, one of 32 extant copies of the Aiken, first English Bible ever 
printed in America. He likes to indulge his flair for woodworking 
built all the bookshelves which line the walls of his home. <A_ poet 
ind a skilled photographer this erudite gentlen in is a nat iral tol 


his new ANA post. 


BY HARRY WOODWARD 
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i'm trying to beat 82 at golf I'm a very good baby sitter 


THE TOUR .. . Immediately 


dis atter he took othce as president oft 
huge, ethcient McGraw-Hill Publishing C 


o., Inc., (38 publications ) 
Donald > \IcGraw set our 


On a swing covering the company s five 
ayor sales territories, meeting and addressing the Managers and thei 
' . 

salesmen: It was a wise move. \IcGraw’s sales personnel like sales 


executives evervwhere have had a lively interest in the man who 


reins trom the late Curtis W. \IcGiraw ot this 
it | 


DUSINEss public tions corporation. And Me raw, who came 
tamily operations in 1919 (when there were only 14 publi 
after service with the Navy, and who came up the ranks, saw 

orde ot business would be to neet his | 
} 


people 
an basis . This man who heads a 


company 
Ww hose editors 


ind sales people are eCnyvinee! 


Ing 
believe n hold ng tft 


oht reins on authority. He 
staff n h responsibility This the sense ot treedon 


uch long has impelled McGraw-Hill 


Cnceouraging among 


l he COMpany is well known 


its en ploves the sp t ol 


finquiry . Donald 
rest son ot the COMpany s te invade has been a dire 


went to work 
composing room 
issumed supervision of 
Later he handled all 
and paper supply tor 
romotion Was to V-p 
hospital and 


in NI adison 


OCTOBER 


HOW ARE WE DOING ON REFRIGERATORS? The answer: We're over the monthly quota Paul Dye (left) 
genera! sales manager and W. C. Johnson, vice-president in charge of sales, drop into the ‘intelligence room" 
for a look at the ‘meters Upper charts show sales on television, re frigerators radios, ranges. Lower charts show 


cumulative sales goals for the year to date and acta! performance cumulatively, by product 


What's the Score? Admiral’s Chart Room 
Keeps the Brass up to Date 


The better the intelligence, the hotter the news, the better friger \ and slowing down of 


sales ot “tTrigers I B. and im ad 


the management strategy. Ask any Army general! Execu- just their | accordingly 
tives at Admiral Corp. can get a picture of sales trends by A 
a quick visit to fact headquarters—and get it in jig-time.  °''"" what the charts show about 


! 
the movements Of various models 


3. Financial department can asce1 
tain the profit outlook and probable 

Does your companys 1 oht hand COMpPAany S EXTENSIVE | nes ' 
; working capital requirements fron 


the «ale : one . ti nad ho charts are muita ii 
he ales department let the left hand The at are a Vstemati 1 the over-all sales-inventorv trend. 


know what the score is? The lett mary of weekly field reports which 
digits yuurchasing, production, finan are kept by nearly all major manu . . 
ial Bart like oa hela What bet aeised accord ng ft Robe rt ee 4. Credit sessatias am gee qu k nter- 
ter way to let othe: departments see Anderson, Admiral’s 1 rot m mation about act MKS. \ look at dis 
the “big picture’ than in a. special kets and seal » have tributor sales we inventory charts 
sls Cali cae eiaen® all cnr a will tell them whether merchandise is 
Admiral Corp., Chicago tele) idmits t the ’ . tie n ee a ributors oO 
appliance manufacturer, has set 1 new setup is tact re available Whether it nas moved . 
just such a roon with wall li Plat form 7 ! I 
and maps. [The sales department give s enables anv depa 5. Advertising departn 
excellent marketing assistance to n ou ord doin ! mowhi from the sales cha 


handising and production plann 


ts wi 


by showing on the charts 


sales performance init produ 
1 relat on to vearly goals pe 
ince of individual distributors ; 
Is 


lated to the ! market potentia 
the irrent sales and nventory stat I. Purchasing mer 


Po * a | 
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THE RESEARCH DEPARTMENT, too, finds the chart > ssent help in time of need 
Anderson, manager § markets and research, can check inventory r S nformation on each model 
duct line by reference to this handy wall chart Current week's v< t r umulative totals are 


either good or bad s major aid 


Iso are 


ortion of the c: 


epresent nvente I and l I i Such a condit 


sales trouble.” A ild { ipparent at once when t 


Sales of hon ers a \ | Ma . | epared 


, 
the other du lO ol 1 lition to the hart the 1 


these ! nakine i t i »>wh shows 


plannin 


( 


Weekl 


Sales Champion, 


Unrivaled, 


Unchallenged... 


Dick Grant Tells How 
He Sold $30 Billions 


He began with National Cash 

He built Delco and Frigidaire 

He led Chevrolet in dethroning Ford 
He helped to make GM dominant 


He believes more "Grant" jobs await 


BY LAWRENCE M. HUGHES 


lake it fron 
\fter a halt 
bivvest 


process, mana 


one who has sold 
ot building 
the 
lea t 
them in sales vol iniie 


Hallum 


ind why 


century 
businesses ind in 
ring to at act at 
$30 billion tor 
Richard 
told how 
th nys 
then 


Ca? 


Cisrant recently 


he 


has learned tron 


has done som 
ind what he 
lL here s 


s have grown into the se 


antism 


\\ hen 


mantics of selling. 


30 


antisms 


no 


ne experience 


you 


lor satesmen: 


toy? 
Ol 


The RICHARD GRANTS: Walter P. Chrysler once told her 
Dick Grant 


"re 


weren't for | wouldn't have to work nearly so hard.” 


rter than vou ale 


than 


ou pro 


der are, 


blank they 


you 


an In sInarter 


(a? all men in business: 


hav c 


case walk intisms to 


done l oy 
are thro ig] - 
|) 


Dayton and wo 


you 


nterview began at 
thout a quiver, 

next day his 
He led off 


: things which make tor success 


sales execut 


tute tor hring 


on farn nea 


suDstl by summarizing 


hire people who 


sales management.” “These, he 
. 
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‘velop loval peop 
(jet 


goods 


Key words are 
products } 
Pir 
CONVETSION 


A sales 1 


to orvanize 


he be ame 


cl helped 


dollars than 
lived. 

Crrant could hy ked Ford 
When Henry | was selling 
more than half ot ill motor cars, and 


cores ot othe ompanies scran bled 


for the crumbs, Grant took over sales 
at sickly Chevrolet. Within two vears 
he had wrested leadersh p. Whoever 

| 


repla ed um at Chevrolet. Grant 


Saw fo it over a quarte of a century 
that Chevrolet staved on top. 

Csrant ld ouide, Throug 
} 


president to 
tion Cyrant ult Creneral sors 


the Wo ld’s lat rest selling organ 


as vice 


nto rd 


Under his direction GM’s 


t the e panding motor car in 


iZation 


tron John H 
worked 


ish 


Patter 


inciples on d 
terson hardly 


1, but he als 


more 
sales 


140) pe 


Grantism: 


lual named Grant has changed 
and the lives of the people 


nation < l ici tT the 


| isf | ily se Tet red as a d rector 
ot General Motors. In 1944 he re 
a GIN vice-president. Now 

il vears he has not been 

work 


rs a day But 


Nes h ‘ 


purpose. On a re 


ion trip with his family 
( oast he d opped 
rolet. zone n magers 
isco and Los Angeles 


that Fo d was 


printing 

olds Co which he 

whnoand his son man 
ittle on 650-; 

oceantront 
Fla 

Two h ldren 

1 + 


Wwo gv 


’0-room Norman house at the 
is said to have cost, with fui 
than 
llion. It is filled with treasures 

cted from several continents. 

tems Dick Grant values hig 

e given him by fellow leade1 
\Motors. One is a silver cup 
wrought by T’aul Revere of Boston 
Phe othe t} 


corner of the b uy lib: ir\ Is a b own 


ngs and lands aping, more 


Crene 


alone on a table in i 


leathe ed ove ed book prepared ind 


by his (;\1 associates 


Oe ae eae 


| l 
» contribu t }) 
He Was 
tor man our 
“He organ 
number of the 
ent selling organ 
Known 
honor 
yrotession . an 
endered high se ( 
He has done 
ippreciation 
| t 


( sCriey il \loto ay 
Csrants boss 


Alt ed 


esident and now 


of GM, has said that Grant made so 
good as Chevrolet's sales manager 
that, when he was placed in charge 
ot all GiM sales) operati 
other sales managers took his leade 
ship for granted.” 

And an i\ Walt 
Chrysler, once told rs. Cyrant 
Dick Grant | wo 


! 


it werent for 
have to work nearly so hard 

‘Today, Grant savs: “Regardless of 
the ‘times.’ a partic ila COMPpPany b 
superior salesmanship can develoy 
Ww ma ket 

In his own “times” he 
portunities to grasp Kive 
eras of his life up to now 
ng success stories ” He 
work developing | ra No. 6 

He was born at Ipsw h, Ma 
on November 26, 1878; was grad 
ited (A.B from Harvard in 190] 
Septembe 1, 1906 The 
Gjrants’ two children are Phirza 
Klinor, now Mrs. Randolph Holla 
day of Wilmington, Del., and Rich 
ard H., Jr., president of Reynolds & 
Reynolds 


Lhe man whose man ivement made 


marl ed 


hima fortune, and whose wages lone 


n some vears were S300.000, denies a 
report that he set out 1" lite if 
together SEOO,000 ‘ts mply wanted 
to make Hl 1 could as soon as I 
could.” 

His parents were n ddle-is 
Until enrollment. at H irvard 


publi Among 


early “influencers were oa 


tended Si hools 
school teacher named Horton, from 
whom he learned mental arithmeth 
and Prot C,eorge Baker 
drama at Harvard 


of motol moguls and early 
] 


who ta ight 
( Beside pietu 


us office wall is one of his 
the late Bill Sunday 

Dick Grant, Jr savs_ his 

q ite as 1 
At coll 


“COMOMICS 


nuch a spellb nde 

eve he emphasized his 
emerging W th 
Instead ¢ 

d Law School, he tried fo 
H yyinson 


if ») i 


‘ 
) 


verage 
fancy’ job with Lee 
Corp. investment house, ; 
week, and wound up selling books and 
stationery for Jordan Marsh, Bostor 
department store, at S6 After ‘ 
Vancing to S15, he joined New | ane 
land ‘Telephone Co., took a student 
and worked there a i lerk 


a couy le of years 


“Today, regardless of ‘the times’, a particular company, by superior 
salesmanship, can develop a big market.” 
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th Na 
Dayton 
this up 


red guaranteeing 


1 ind a ticket 


whene eT he or the or 


vent to N¢ R 

see: iaiiiillnes Cotas 
f-vear-old engi 

I’. Kettering en 
fold. Grant was to 
‘ | fe ee 


Ket” helped 


a life’ career 

*n deve lop ng anew 

for department stores 

(jrant’s career is only x 

old when, in the sudden ab 

i Sales executive who was to 

on a presentation before a visiting 

ago department store 

1 isked to make it 

first — speee h”’ since col 

But he knew the “system” 

vers’ problen . Ap irently 

vood iob ot apply ny the one 

ier. One listener was Hugh 

then NCR's general man 

irant he ime a salesn in 

pl iced in charge 


tore iles d sion 


train | S iles 


panize their 
He handled 


Own 


Grantism: 


Watson’s turn came in 1913. He 
left, with experience, knowledge and 
Patterson’s own slogan “Think,” to 

nternational Business Ma 
Today, IBM’s world 
xceeds even NCR’s. 
managers and agents 
leay ng trom a 
Dayton Journal 
Patterson sent them i 
». The news story did not 
k Grant already had been 
Without men 


Patterson merely 


les manager. 
gy \Vatson 

said that ie clipping “explains it 

self. Myr 


iles Inanager, 


Grant has been appointed 
Mr. Grant’s promo 
tion is well merited; he has been with 
us 10 years and is well known to all 
f you. We know his appointment 
r hearty approval 
will give Mr. Grant your 


he irfv s ipport.” 


() 
Ww I] meet with your 
| 


ind you 


Value of “Visuals” 


B then Grant knew Patterson 
pretty well ‘Because I believed Pat 
terson’s ideas to be fundamental,” he 
explains, “T ould take his eccen 
tricities I admired his ability to de 
velop simple, down-to-earth ideas. 
We traveled together ind I became 
his alter ego as a speaker. One thing 

from him was the value 


lemonstration 


with the 

he Ip of slides and other aids, and the 
ever-present big pad ot paper.” 

When Patterson thought Gr int 

should give up smoking, Grant did 

one vear Once Patterson told 

m that the workers had to show up 

at the plant at 6:30, while executives 

could dally until 8. Did not this 

Patterson asked, “breed 

"? Whether or not it did 
continues rive at & 

Grant recalls, “Pattersor 


wanted me to hire a whole lot of col 


( iI inf believes ns i] 


he emphasizes men 
ed and qualified first 
vuir Greneral Motors schools 
field \ rie : I ve 
Inno s greater wher 


WW thou l 


is essential to successful sell 
“An alert man can read and 
on his own the equ valent to a 
education.” 

Patterson held that salesmen are 
t horn but made. Grant thinks 
to a large extent, they are born: 

{1 rather take one with selling at 


] 


tril 1 train him. 


ibutes, anc 
Because he never really got it at 
NCR under Patterson, Grant learned 
that, to vet his job done a sales man 
ager must have authority. For the 
f his active business life, he 
and fought for authority 
In two years as NCR’s sales n 
ager he could accomplish little. Grant 
wanted to expand. But Patterson 
was bitten by an “economy” bug, re 
leased by a brief business depress or 
He cut down on advertising and sales 
promotion and raised prices. The two 
men often came to grips. Finally, be 
fore being fired, Grant quit 
He had another job, and 
ree! Kettering and Edward 
Deeds were organizing and financing 
Delco Light Co. They hired Grant 
to run it. After leaving NCR some 
vears before, they had gone to work 
n Deeds’ barn to invent electr 
Kettering 


“inventing things,” and 


gnition for motor cars. 
was still busy 
Deeds soon was in Washington help 
ng to make aviation a part of Ameri 
i's efforts in World War I. Nine 
ears after Patterson’s death, he re 
turned to NCR in 1931 as president 
Since 1940 he has been chairman of 
the board. Ketter ng has long been 
in NCR director. 

After Grant became general mat 
ier of Delco Light, approxin itely 
100 NCR men approached him fo 
jobs. They believed that their future 
would be more “solid” with the new 
ompany. They guessed right. Grant 

lot of them. Within two 
shipment of its first $350 

m electric plant in April 1916 
Delco’s business expanded to an SS 
million annual level. 

Many salesmen fail 
grade as sales manager, 

+e inager’s knowledge 
selling. \t 


to qualify as an a 


Delco 


W 


too 17 ited f 


manad 


“In fact,” he savs, “I had to. It 
1! 
| 


to recruiting 


] ) 
stributors nd THM) 


n charge of all 


"Many a sales manager's knowledge may be limited too much fo selling." 
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GRANT'S MENTORS: Young Dick Grant learned selling at National Cesh Register from John Henry 
Patterson (seated, third from left) and from such men as Thomas J. Watson and Col. Edward A. Deeds 
(second and fourth from left). Watson, fired as NCR's sales manager, built International Business 
Machines. Deeds returned to NCR after Patterson’: death and is now chairman of its board 


GRANT'S ASSOCIATES: GM's brass went out to Dayton to learn from Dick Grant “what this selling busi 
ness is all about.” Left to right: Deeds, John L. Pratt, Gordon S. Rentschler, later president of National 
City Bank of New York; Elmer G. Biechler, who suczeeded Grant at Delco-Frigidaire; Charles Stewart 
Mott, Alfred P. Sloan Jr., and Charles F. Kettering. Sloan is now chairman of the board and Kettering 
research consultant of GM. Pratt and Mott are still GM directors. 


inches of the operation. Of course Csrant was made president of its con the thinking of the public favorably 
ouldn’t pretend to know them all. bined Delco-Fri 
1! a good production man, for there. popularized — electricity-on-the- farm 


and let him take that load When Del o | ight started, Grant two decades before RI \ TVA and 


mn shoulders. The Same was true relates, oc large volume for an estab the rest came along!” 


gidaire subsidiary toward our product.’ In fact, we 


departn ents. When some lished ompany in the ftarm-electri One thing Delco I ight started was 
ny really went wrong somewhere plant industry was 5,000 units an its own credit department for dealers 


to spot it. Otherwise, | nually. Before long our volume was and their farmer customers. 


its manager alone. 10 times as great as any of them. Then, into this thriv'ng business 
Under Kettering, of urse Delco I applied many things I'd moved Cjeneral Motors. 
id the best in engineering. learned at NCR. We planned (;M_ had been founded and twice 
DJavton had become a “cradle,’ ganized, demonstrated, dramatized led by William C. Durant. In 1918 
only of sales management, but promoted. With contests and meet Durant finally lost control of it to 
nder the Wright brothers, Kettering ings, and recognition—yes, and spirit the du Ponts, aided by J. P. Morgan 
NCR and others, of new product and we kept distributors and dealers & Co. But the new managers still 
w industry development. It was and our whole organization on thei had their hands full with a strange 
the first research headquarters of toes. We harnessed all Five Factors assortment of ducks, some of them 
(;eneral Motors. In 1920, when GM Take No. 5, for instance. By mass lame. By 1920 it was still very doubt 


ywught Delco to “get Kettering,” selling and advertising, we ‘changed ful whether du Ponts, Fishers, Mor 
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WILLIAM E. HOLLER 


THOMAS H. KEATING 


HARRY J. KLINGLER 


DON E. AHRENS 


WILLIAM F. HUFSTADER 


DAVID E. RALSTON 


GRANT'S "BOYS"—"lere are some of the men who served as automotive division sales managers, under 


Dick Grant, vice precident for distribution, when GM was emerging as the largest-selling corporation. 


Holler, now retired, and Klingler both served as general sales manager of Chevrolet. Klingler moved 
up to general manager of Pontiac, and is now v.p. in charge of GM's car and truck group. Also former 
g.s.m. of Chevrolet, Keating is now v.p. in charge of Chevrolet division. Hufsiader advanced from g.s.m. 
of Buick to v.p. in charge of GM's distribution staff, his present post. Ahrens is v.p. and g.m. of Cadillac 
and Ralston, now retired, was general sales manager of Oldsmobile. 


ans and all could weld al loose 


holding 


pose hard hitting organization 


company into a single pur 


‘Two very lame ducks were Fri; 
aire and Chevrolet 


The care and feeding of Frigidaire 
had cost Durant $3.5 million. The 


new GM _ regime dropped Frigidaire 
nto Grant's lap at Delco. 

Whatever 
ndustry existed was dominated by 
Kelvinator. 
‘had a lousy reputation. Its distribu 
tion entirely through 20 branches 
was just as bad. 

‘While Kettering went to work on 
Irigidaire’s product, I tackled dis 


lrigidaire, says Grant 


tribution and sales. We dropped the 


hes, and got each Delco dis 


tributor to take one Frigidaire. Sales 


bran 


it first were on consignment; later, 
on sight draft, bill of lading. We 
worked out a plan whereby a bank 
would buy the Frigidaires from us 
and put them in a warehouse. Then 
the dealers would buy them from the 
bank, one box at a time. Soon all 
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‘electric refrigeration 


Delco dealers were handling Frigid 
aire. By getting Delco distributors 
and dealers behind this line, we de 
veloped Frigidaire business both in 

ties and in ‘absolutely rural’ areas.”’ 
Again Grant gave the line the sales 
and promot onal works. He was out 
Pattersoning NCR in visual aids and 
material. (Jam 
Handy, for instance, entered the com 


sales promotion 


mercial film business with Grant in 
Dayton. Later, Grant took him to 
Detroit to work on Chevrolet.) He 
was building men, such as H. J. 
Klingler, who would follow him to 
high posts in GM. car divisions. 
When Grant went to Detroit in 
1924 to hurl Chevrolet into the big 
vest sales battle of all, Frigidaire 
dominated its industry. Kelvinator, he 
says, “didn’t have 10°} of the mar 
ket.” And despite the advent of such 
contenders as General Electric, Phil 
co, Crosley and others, Frigidaire has 
been first ever since. 
G. Biechler, 


prepared a book suggesting 


kor his SUCCESSO! E 
(jrant 


strategy and showing how much he 
could expect to sell. Biechler followed 
‘instructions’ so well, Grant recalls, 
that “in the first vear he did better 
than I had predicted!” 

After deciding, four 
that Chevrolet might be worth sav 
ing, the GM people still had done 
little to save it. Other GM _ cars 
somehow were making out against 


years before, 


various competitors in middle- and 
higher-price ranges. But Chevrolet 
had to take on Ford. By 1924 its 
best efforts produced only 250,000 
sales, as against Ford’s more than one 
million. Morale of Chevrolet's own 
and dealer organizations was low. In 
ventory of unsold new cars was high. 

Most of the powers in the new 
GM regime then worked from New 
York. In charge at Detroit was Vice 
President Charles Stewart Mott. ... 
Among the ‘80 millionaires” among 
GM executives, later to be created 
under a profit-sharing, stock-participa 
tion plan initiated by ever-optimistic 
john J. Raskob, Mott was to make 
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NCR's BIG PAD AT WORK: Four decades ago Grant put his points across. Below: 


Patterson discusses 


out well. He, Sloan and Kettering 
today each own more than one million 
shares of GM, currently 
around $60. 

But in 1924 all such millions were 
still a mirage. 

In a letter to Dick Grant in April 
1944, Mott tells the circumstances 
which brought Grant to Chevrolet 

a . the quality of Chevrolet cars 


(then was tar trom being above 


priced 


criticism, and their method of sales 
was simply to build all the cars that 
they could and then force distribu 
tion onto the dealers. 

“William S. Knudsen was put in 
charge of production at Chevrolet and 
from then on the quality of the pro 
duction improved, but not the sales 
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Heaven, Hell and Health" while Grant (right) waits his turn 


policy. One day I wrote to Mrz 
Kettering at Dayton asking him it 
there was any good reason why the 
sales poli es and methods used at 
National Cash Register Co. and some 
other lines of business couldn’t be 
used to advantage in the sale of Gen 
eral Motors’ lowest-price cars, and 
whether or not Dick Grant, or a man 
of similar experience and ability 
couldn’t) build up a_ proper. sales 
policy for Chevrolet. He replied that 
there was no such reason and that 
was what the Corporation needed. 

“T immediately urged Mr. Sloan 
to bring Dick Grant to Detroit for 
this purpose, and I kept at it until 
this was accomplished. . . .” 

One morning in late 1923 a group 


omposed of Chairman Pierre S. du 
Pont President Sloan, Vice-Pres 
Raskob, Mott, Donaldson, 
Brown, Pratt and several others, con 
verged on Dayton. They wanted to 
look over Delco Frigida re: tO inter 
view its president, Richard H. Grant, 
leaning up the 
Chevrolet situation” and, as Grant 


dents 


as a prospect Tor 


“to see what this selling business 
Was all about.” 

lor:seven hours Grant tried to tell 
them. Finally, Sloan made him an 
offer. Grant turned it down. “Onl 
when they had doubled evervthing.” 
“did I accept.” 

What he wanted most was author 
ity. He thought he was given it. But 
n sprawling General Motors full 
) nd \ d ialists 
ties were not vet defined, but uggedly 
defended he had to fight for it. 
Although promised the Chevrolet 
sales manager’s post, he found hin 
self merely assistant to Koudsen, 
president of the then Chevrolet 
Motor Co. Earl Dawson held the 
title of general sales manager. When 
Knudsen would not depose Dawson, 
(rant won from the GM hierarchy 
permission to do it himself. Dawson 
was kept as fleet sales manager. 

But another reason why Grant 
gained a free hand in sales and ad 
vertising was that the higher brass 
didn’t know what I was doing. And 
when they got around to asking me, 
and I told them, they didn’t know 
what I was talking about. I was on 
my own until they began to catch up 
with me. Then they started to super- 


’ 


he explains, 


whose responsibil 


ise 


By that time, however, the deed 
had been done. 


In retrospective summary, the. 
“deed” sounds simple. Here were the 
Five Factors at work against tougher 
onditions and on a vastly large: 
scale: 


“1, We set out to build a loyal 
organization,” Grant says, “and to 
give everyone in it reason to be loyal. 
We tried to play square with him - 
to tell the truth. And we gave hin 
the faith that, if he did his part, we'd 
do our part for him—in job securits 
and chance for promotion. 


“2. We developed policies that 
were sound and just to dealers 
Chevrolets were being brutally sold. 
Although Ford also was loading all 
possible dealers with all-possible cars 
his dealers at least had much more 
demand for them.” 

Today, 7,700 U.S. Chevrolet deal 
ers sell more than one million new 
cars and trucks annually. But in 
1924, 4,500 dealers and 5,500 asso 
ciate or “subdealers’’—total 10,000- 
were frying to get rid of 250,000. 
Gradually, Grant weeded out and 
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Salesmen must see to sell! 
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A LOT OF WORK LIES BEHIND THIS REPORT... 


For your salesman must know the combination of key executives, regardless 


of title, to see for buying action in every worthwhile plant in his territory! 


Look at this typical call report! It might have been written by one of your 


salesmen and, in a manner of speaking, it was. 


The writer is just one of a nation-wide force of 1,645 industrial sales engineers. 
Like your salesmen, he knows the key buying executives in plant after plant, 
and personally selects these men to receive paid copies of MILL & FACTORY. 


In this way your advertising reaches the men whose ‘‘O.K.”’ means an order. 


There’s no “‘lost’’ circulation either. MILL & FACTORY’s lists are always cur- 
rent. You can count on MILL & FAcTORY’s consistently high readership and 
sales impact, because plant and personnel changes are reported and acted 


upon when they occur. 
MILL & FAcToRY’s unique circulation method pinpoints your advertising on 


real buying influences—the men your salesmen must see to sell. 


A CONOVER-MAST PUBLICATION 
205 EAST 42nd STREET * NEW YORK 17,N. Y. 


only $200 million. 


1923 
1924 
1925 
1926 
1927 


1928 
1929 
1930 
1931 
1932 


1933 
1934 
1935 
1936 
1937 


1939 
1940 


*Deficit 


Net Sales 


1918 269,796,829 $ 14,825,530 
1919 509,676,694 
1920 567,320,603 
1921 304,487,243 
922 463,706,733 


698,038,947 
568,007,459 
734,592,592 
058,153,338 
269,519,673 


459,762,906 
504,404,472 
983,375,137 
808 840,723 
432,311,868 


569,010,542 
862,672,670 
155,641,511 
439,289,940 
606,789,841 


1938 066,973,000 
376,828,337 
794,936,642 
1941 2,436,800,977 
1942 2,250,548, 859 


1943 3,796, 115,800 
1944 4,262,249,472 
1945 3,127,934,888 
1946 1,962,502,289 
1947 3,815,159, 163 


1948 4,701 ,770,340 
1949 5,700,835, 141 
1950 7,531,086,846 
1951 7,465,554,851 
1952 7,549,154.419 


In 35 Years GM Earns $7 Billion 
On $75 Billion Sales Volume 


Between 1918-——the first full year of the present corporation—through 1952 
General Motors has earned combined net income after taxes of more than $7 


billion, on combined net sales of more than $75 billion 


Sales in the first six years, however—1918 through 1923—totaled only $2.813 


billion, and net income—after deducting a loss of $38.7 million in 1921—totaled 


In the five years 1924—when Dick Grant took cherge of sales at Chevrolet— 
through 1928 GM's sales were more than $4 billion and net profit $865 million 


In the 16 years, 1929 through 1944—when Grant was in charge of all sales— 
GM's volume totaled more than $26 billion and net profit was $2.46! billion 


And in the last eight years—building on the foundation which Grant helped 
to lay GM sold nearly $42 billion and had a net profit of $3.559 billion 


Here's the record of the world's biggest sales-and profit produc er 


Net Earnings 


60,005,484 
37,750,375 
38,680,770 
54,474,493 


72,008,955 
51,623,490 
116,016,277 
186,231,182 
235,104,826 


276,468,108 
248 282,268 
151,098,992 
96,877,107 

164,979 


83,213,676 
94,769,131 
167,226,510 
238,482,425 
196,436,598 


102,190,007 
183,290,222 
195,621,721 
201,652,508 
163,651,588 


149,780,088 
170,995,865 
188,268,115 

87,526,311 
287,991,373 


440,447,724 
656,434,232 
834,044,039 
506,199,560 
558,721,179 


replaced a lot of fringe dealers in an 
operation which later was publicized 
by his successor, William E. Holle: 
as a “quality dealer program.” 

“3. | insisted on a good product. 
From the start I demanded a really 
improved car. I told Knudsen: 
‘Either a new car or a new sales 
manager.’ 

“The production people wanted to 


40 


postpone basic improvements. Many 
thought that the costs might break 
the corporation. But I maintained 
that the new car was the only way to 
salvation. ... I suppose my insistence 
took courage. I wouldn't advocate 
this course for some sales managers 

especially those who already are being 
paid more than they are worth. But 
\Ir. Sloan and others believed in me. 


Besides, by then I'd put aside 
enough money so that my children 
wouldn’t suffer. I could afford to 
fight. 

“Our 1924 car was not enough 
better than Ford’s Model T to justify 
the $250 difference in price. The car 
I demanded and got for 1925 t 
was engineered by Ormond E. Hunt 

had a three-inch longer wheelbase 
and in all essentials was a much bet- 
ter car. We billed it as the ‘New 
Chevrolet. Although it still cost 
more than the Ford, it was a com- 


ple fe Car. We sold It 


as ‘equipped 


transportation.’ Ford’s were ‘stripped’ 


When such ‘extras’ as de- 
mountable 1 


prices. 
ms and self-starter were 
added, his prices and Chevrolet’s 
ame to about the same.” 

But before offering the new car, 
Grant had to dispose of a piled-up 
nventory of 144,000 current-model 
Chevrolets. He went to dealers: “If 
you'll clean them out, I promise you 
a new and better car for next vear.” 
Holding what he calls an “auction,” 
he told each dealer how many he 
thought he should take. The dealers 
protested . . . but the new car was 
their only hope. 

Th Is at egular prices ; 
got rid of all but 10,000 of them. 
These, he believed, might be the straw 
to break the amel’s back. He held 
then intil just before the sh 
for the new at and then 
10.000. at a discount. 

When Knudsen doubted Grant’ 
la } that he could sell one-th 
more new Chevrolets than Knudsen 
had scheduled, Grant said, “Vl give 
And he did. 

Two decades later Lt. Gen. Knud 
sen, U.S. production § director in 
World War II, wrote “Dear Grant: 

When I think of your hect lavs 


4 i 
of 1924, I recall how vour heels dug 


into the boards of the speaker’s table 


you a il shortage. 


every time you made another appeal 
to the dealers to take a few more ca 

loads ot ‘de luxe’ touring cars, and 
how vou never lost your courage and 
optimism. You finally set the record 
for all time. ... You buried the ever 
‘knout’ in) the automobile 
sales picture and = substituted conti 


present 


dence and real salesmanship... .”’ 


4. Thus did Grant infuse Chevro 
let with “a great spirit.” 

5. For ‘‘mass conversion” he advei 
tised heavily and consistently. ‘The 
first thing he mentioned to me, after 
the Five Factors, was his purchase 
for Chevrolet of 45 big electric spec 
taculars “the largest single ordet 
General Outdoor ever got.” 

Henry Ford I preferred not to ad- 
vertise. When he finally got around 
to it, he did so by fits and starts. 
Chevrolet has conducted an adver- 
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Tackle 


tough, 


packaged in handy 


crystal-clear Kodapak Sheet wins 
and salespeople. Each 
item, safe in its own protecting case, sparkles 
with sales appeal 


cheers from anglers 


stays fresh and bright 
whether on counter or in tackle box 
And remember . .. because Kodapak Sheet 
is tough, uniform in gauge, free from bubbles 
and surface defects, packaging manufacturers 
hold waste to a minimum, give the buyer a 
better-finished product for the money 


containers of 


For further information, including names of 
specializing firms, consult our representative 
or write: 


Cellulose Products Division 
Eastman Kodak Company 
Rochester 4, New York 


Sales offices: New York, Chicago, Dallas. 


Sales representatives: Cleveland, Providence, Philadelphia. 


Distributors: San Francisco, Los Angeles, Portland, Seattle 
(Wilson & Geo. Meyer & Co.); Toronto, Montreal (Paper Sales, Lid.). 
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“Kodopak" is a trade-mark 


here’s help with your My 


Every industrial marketer has these 5 basic catalog problems: 


needs of each separate 
buying group. 


production 


To get out from under 
production detail, and to 
get quality results at 
quantity prices. 


design 
To fit product informa- 
tion to the separate 


coverage 

‘ To locate the right 
companies, right offices, 
right people...who should 
receive his catalog. 


accessibility 


To arrange to anchor the 
catalog in the offices 

of his prospects...so that they 
can always find it. 


coordination 


To tie good catalog 
procedure in with 
advertising and selling. 
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‘alalog need: 


Sweet's long experience in catalog design, production and distribution can 


help lighten your load on any one or any combination of your five basic 
catalog needs. 


Sweet’s will help you analyze your markets; determine buyers’ requirements in each market; 
plan catalogs for specific buying groups; organize contents for ease of use; prepare rough 
and finished. dummies. 


Sweet's will assume full responsibility for all details of drawings, photographs, engravings, 
type composition, printing, binding. Because of the volume handled, Sweet’s can offer the 


advantages of quantity printing without sacrifice in quality 


Sweet's will help you improve your catalog coverage pattern. We spend over a quarter of a 
million dollars a year to find out exactly which people in the right offices, in the right 
companies have the most need for your catalog. 


Sweet’s will place your catalog, bound together with other manufacturers’ catalogs of interest 
to your prospects, right where it can be found when buying needs arise 


If you distribute your catalog under the Sweet's plan, we can provide specific suggestions for 
reminding prospects that your catalog is on hand in their offices. And we can offer 

practical ideas for helping your salesman make better use of your catalog in their selling 
Thus Sweet’s can help you improve your over-all marketing efficiency 


If you sell to industrial or construction markets, the Sweet’s man in your 
locality will be glad to show you how other industrial marketers use | FREE: Pocket-size 


ents . ‘ ) booklet, “How to 

Sweet's facilities to work out better solutions to their catalog problems. 8 | imoreve Market 

— ing Efficiency 

a — . | e through Improved Cat 
Ke ae > b> > “4 R are ‘ re ’ & %, 

Be, hfe eer * Cara og ¢* rwic : alog Procedure.’’ Write 


: ae. Dept.54, Sweet's Catalog 
designers, producers and distributors of manufacturers’ market-specialized catalogs Service, 119 West 40th St., 


DIVISION OF F. W. DODGE CORPORATION New York 18, N. Y 
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tisi! vy program ror 

Campbell-Ewald Co. 
Other motor m: 

operative adver 

Sut, Gsrant sa 


1 
money trom deale 


promising 
pol ot 
advertising 
dealers in one area 
Ever dealer co ld 
complete report of ever, nt spent 
B 1928 Chevrolet iles climbed 
65 higher than For the highest 
ratio between then ‘hevrolet has 
eve achieved An intery ew by 
Dwight G. Baird with Grant in SM 
December 15. 1928 
“Tf You Want to Build Sales 
PLAN, PLAN, PLAN!” 


gave eight 


Was he id] ned: 


(jrant 
reason for Chevrolet's 
growth 

| A quality prod ict at a low pric e 

Contact points scientificalls 

placed 
\ fair deal for the dealer 
Provision for sales direction and 
stimulus 
The 3 ght Car 
it the right time 


Suitable recognition tor every 


if the 


ight pl ice 


one who deserves it 

4 good advertis ny job ind a 

big one 

High-grade service at uniform 

prices available everywhere. 

“Trying to direct a sales organiza 

tion without a program,” Grant ex 
plains, “is like trying to direct 
symphony orchestra without a score.” 
In building a program the sales man 
ager should 
mentals 


“choose s mple funda 
and stick to then 

Especially, he should inspire: “The 
difference between a rood sales roree 
ind a poor one isually is stimu 
tion. 

Cjrant set out to develop and rec 
ognize 4 hevrolet men. He welcomed 
Suggestiomn\ from them. He introduced 
weekly quotas for 
Pp iblished — their regularly. 
Even before the 1925 car was offered, 


salespeople, and 


rec ords 


he increased the number of zone 


doubled 
For larger markets he intro 
duced city sales managers. 

“To teach and demonstrate the 
fundamental principles on which the 
program is founded,” he launched a 
sales promotion division—under R. K. 
White. Soon Chevrolet was outpro 


managers 50%, and later 
them. 


moting, outde 
tizing the re 
sales efforts 
NCR, Delco 
strengthened 


presented 


he road. ven after 


olling, he and Knud 
sen and Lawrence Fisher of GM 
would vO out together to talk to 100 
Each of these 
was a “depth” discu with an in 
lividual dealer 


And to see that. sales produced 


Chevrolet was 


or more dealers a V@Cal 


profits, he organized a ‘‘business” 
division. to help ill deale 


efhicienth 


onerate 
} iT¢ 


His Strategy Paid Off 


All this paid off 

It paid Chevrolet dealers—who in 
time grew more prosperous than any 
similar group of businessmen. 

It paid Chevrolet—-for which the 
publ c has spent more dollars than for 
any other brand name. 

It pa d General Motors. Although 
expanding GM _ now embraces some 
80 divisions, with 130 factories in 57 

ties—all of which 
annual sales of more than $7.5 billior 


contribute to its 
1 


and net profits, after taxes, of more 
than $550 million . Chevrolet since 
1926 steadily has produced more than 
half of all GMs sales and profits. In 
n fact, Chevrolet has 
made 75 of all GM's profits. 

It paid GM's stockowners: The 
present 450,000 own assets of more 
than $4 billion. 

And it paid Dick Grant and thou 
sands who worked with him to put 


some years 


Chevrolet across. 

But Chevrolet itself is only part 
of the pi ture. More important is the 
fact that the Chevrolet way built the 
sales of all GM. 

Thus GM_ todav emerges largely 
as a projection of the principles and 
practices initiated and fought for by 
one Sales Manager. 

In 1929 Grant was made vice 
president in charge of the Sales Sec 
tion of GM. Donaldson Brown, a 
financial man, nominally was in that 


post before. Since Grant resigned 


from it nine years ago, William 
Hufstader has taken the title. But 
Hufstader functions more as a sales 
ommittee chairman Grant al 
ready had done the spadework and 
the building. The foundation was 
Chevrolet. 

In that 1944 letter to Grant, Mott 
emphasized the “sound sales policies’ 
und “fine organization” developed by 

yrant at Chevrolet with “such su 
ess that it was found desirable to 
let some of his assistants join other 
‘ar divisions.” In time, these divi 
sions ‘absorbed his methods and _ poli 
cies,” and enabled Grant to direct the 
Sales Section 


den e and 


“with complete confi 
ooperation by the other 
divisions.” The division sales mana 
gers “built on and up from the funda 
mental policies instituted by Mr. 
Grant.” 

Each of these divisions moved 
ind held high sales rank in their pri 
ranges. 

But as 
1930's deepened, Grant’s task was to 
keep General Motors right side up 

At the same time he f 
the job of fusion. 

GM _ then was composed, Grant 
explains, largely of “a bunch of inde 
pendent businessmen, bought out by 
Durant. On their own thev had been 
successful. They were worth, on the 
average, perhaps $5 million. By 1929 
thev were still ‘independent’.” 

To guide and synchronize then 
was as important, and as difficult, as 
W nning customers for the corpora 


the depression of the early 


also faced 


tion’s products. Among other things 
Grant recalls 


prin iples with vood and to establish 


“we had to replace bad 


principles where none existed.” For 
this achievement he oives mu h credit 
to Alfred Sloan: “One of the few 
men in the country who could have 
welded them all into one institution. 
Mr. Sloan’s leadership enforced stand 
ards and brought strength.” 


Today, General Motors 


larger than the sum of its parts. Re 


loon Ss 


ognition of the corporation has been 
built in part by institutional adver 
tising directed for many years by 
Paul Garrett, vice-president for pub 
lic relations, and handled primarily 
by Kudner Agency. But the Sales 
Section has played a major role, too. 

Without cramping the competitive 
stvle of the divisions, Grant estab 
lished in Sales a staff of 60 specialists 
to help all of them. He was in con- 


“There's never an end to opportunity for inspiration and leadership." 
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Spt ahs es nn a a can 


Stampe des like this are enjoyable 
I he easiest way to create one 1s to 
offer TWA Travel Awards as prizes 
to lucky customers. ‘They'll come 
into the store, buy your tie-in, send 
the coupon ene lose the box top 
complete the jingle do whatever 
vou wish. For everyone wants to 
travel. Try it next time. You'll be 
happily battered by the overwhelm 
ing results 


Travel Award plans for every 
budget. A trip to a nearby city or 
a trip around the world — whatever 
your needs, ‘TWA one-airline serv 
ice coast to coast ind overseas gives 


you maximum choice 


Fly the finest... FLY. 


OCTOBER 15, 1953 


TWA handles all details {rom start 
to finish. Reservations, tickets, it'n 
eraries—everything is handled 
quickly and skillfully by exper 
enced travel people It’s as iSV AS 
awarding a watch 


Proved promotional material 
available from ‘TWA to help you 
taunch your promotion and sustain 
interest. Includes display material 
streamers, posters, films and a va 
riety of other “enthusiasm build 
ers’ that have already been used 
successfully. 


Mail the coupon today for free 
samples of TWA promotion ma- 
terial. No obligation, of course 


‘WA 


TRANS WORLD AIRLINES 


TWA TRAVEL AWARD PLANS 
HAVE BEEN USED SUCCESSFULLY BY 


is 
' 
* 


»>HOUSE ELECTRIC CORP e 
ADMIRAL CORP . 


“ 
~ 


RD MOTOR CO GENERAL ELECTRIC < 


ew 


Lt COUPON TODAY if 


Trans World Airlines 
vard Plans Incentive Program 
idison Ave., New York 17, N.Y 
Gentlemen: Please send me samples of the 


wotion material used in TWA ‘Travel 


sard Plans 


State 


meeting 
went oft 
} 


ie expla n 


on 


the . "al 
med of all GM operations 


locomot Ss TO 


tirplane 
ng " Difter 
between m and the livision 
ral wel ettled in 
iF ie rare nstances when 
agreement failed, he would take the 
ise to GIM’s Administration Con 
miuittes Usually he won. 
ya ed 


ontet 


on motor car experience 


Crrant developed a “curve” showing 
how much each division should spend 
He had more trouble 
with those “who wanted to spend too 
little than too much!” All GM 
divisions combined, he estimates. now 
spend about $50 million annually for 
real advertising” 
through 


for advertis ny 


ommiussionable 
IVENncies, Sales promotion 


and publ ( 


relations May 


bring the 
total to $75 mill on 
or 160 of GM’s $7.5 billion sales vol 


ume 


‘advertising 


GM _ was expanding not only into 
new industries but 
the world. Grant was tra eling 
widely, helping to launch such affil 
lates as Vauxhall in england and 
Opel in Germany. On such trips he 
might accompany Ormond Hunt ot 
other engineers. 

Throughout his GM careet irant 
explains, he has always been a men 
ber of the Engineer ng Committee 
“helping to incorporate sales ideas 
nto the product.” He has alwavs 


stressed the need of 


Various parts ot 


‘a definite sales 
program, which begins with the prod 
uct.” 

With the depression (jrant organ 
ized and became vice president ot 
B-O-P Sales Co., of which William 
\. Blees was sales manager. B-O-P 
combined the sales organizations of 

Buick, Olds and Pontia 
and sought to keep the dealers of all 
afloat Crrant tried then to pe: 
suade four car divisions to let thet 
dealers handle two lines. (Chevrolet 
dealers have always had two cars 
and trucks.) But the divisions re 
fused. Buick was especially adamant. 
Although in towns of less than 


5,000) population GALT dealers now 


ire “‘dualing,” these dealers number 
only 2,500 of GM's total 20,000. In 


' | 
markets of greatest potential tie 


S this trend has vet to start. 


rrant believes “‘dualing will 


a alten Scie Manley tu: 3 
Ss fall tor the first ti! 
] 


motor car salesmen 


thei Mps. New 


ut at a neal 


annits I > are st I] sell ny. 


if ised ars have begun to pile 1p. 


’ pul ‘} 

Normally dealers expect some loss 
on the used, Dick Grant points out 
n order to profit on the new. But 
they have long been making mone 
on both. 
easily for them. 
soft.” 

He doesn't expect doorbell ringing 


\Ione\ has ome nm too 
S| hey’re 


getting 


; 


for the present. But in motor cars 
ind other lines, he does see harder 
v¢ lling. 


Harder Selling Ahead 


What about lower new-car prices ? 

While he admits that “the industry 
nearly ruined itself during the de 
pression by trying to sell cars in 1932 
at 1929 prices,” he still does not see 
how a buver’s market can speed lowe 
heavy. And the 
so-called “flexible” wage formula be 
tween (GM and the United Automo 
bile Workers—on which wages rise 
ind fall with cost-of-living indices 

still has a floor under it.” 

We talked about one sales mana 
ger’s “‘mistakes.”’ 

He now regards as a mistake the 
fact that, after World War IT, he 
cautioned that the corporation had 
“over-expanded” plant facilities. Since 
1945—even with a postwar expansion 
program (GM > has hardly had 
enough facilities to meet the growing 
threat of Ford and others, and its own 
opportunities. Fairly often Grant has 

erred” in being too lenient with, 

because he was too loyal to, men who 
worked with him. Some he_ kept 
whom he might have fired. And some 

such as Thomas H. Keating, now 
general manager oft Chevrolet, who 
left him for “opportunities” that mis 
fired he took back. 

Despite all the occasions when Dick 
Grant has had to be “stubborn,” he 
has tried to “heal the wounds of con 
flict. I can’t think of any of my 
enemies who stayed enemies.’ 


prices. “Taxes are 


He kept an open mind on sele 
ind advancing men from inside and 
outside the organizations with which 
he has worked. At GM _> he had a 
large group to pick rom. I looked 
for those, in ser\ > and elsewhere, 
who seemed to selling bent 
Some I hired from our dealers. | 
also hired men from Ford 
Ford had let them gO. 
them against our own. 
found our own men were 
good. 

“When I hired an outsider I'd start 
him with a tough assignment. Mr. 
Mott recommended Bill Holler to 
me. He had known him when Holler 
was manager of the Chamber of Com 
merce at Flint. I made him assistant 
sales manager. .. . But his first job 
was the rather deadly one of creating 
a retail sales manual!” 

Whether a salesman should have 
worked on or with the produc 
he tries to sell it, Grant thinks, varies 
and the 
product. Motor car salesmen have not 


t before 


widely with the industry 
usually been in car-manufacturing o1 
service. On the other hand, of the 88 
Reynolds & Reynolds 


Co., most have been “‘working print 


salesmen of 
ers” who were found to have sales 
aptitude and personality 

R&R is a thriving 
gaged in printing and lithog: iphy, in 


concern. I n 


producing business forms and systems 
stationery, checks and 
literature, it has headquarters and a 
commercial division plant in Dayton 
other plants in Celina, Ohio, Dallas 
and Los Angeles, and 50 sales offices 
throughout the USA. 

Founded in 1866, the company 
was owned by three generations of 
Revnoldses. In 1938, Dick Grant, 
Sr., bought the controlling interest in 
it. Four years later he bought the 


promotional 


rest. The purchase was made out of 
funds ina family trust he made before 
the gift tax became effective. He is 
a trustee—and chairman of the board. 
His wife, daughter and son are the 
owners of R&R. Richard H. Grant 
Jr., is president and general managet 

In their 15 vears, the Grants have 
replaced all equipment and added new 
facilities at Dayton; have built all 
the new plants and multiplied 
annual sales from $2.5 million to $8 
million. 

About half the volume is done in 
forms for auto dealers’ bookkeeping 
and other purposes. About 157 of 
the total comes from GM and its 


"When | hired an outsider, I'd start him with a tough assignment." 
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ifts his whole family will enjoy! 


Handsome and useful gifts—not just for your customer or employee—but for his whole family that 
describes the famous Dazey Line of Kitchen Helps. You can buy them singly or in special gift-packaged 
bf combinations of two, three, four and five items. Prices range from $1.50, for the lowest-priced single item, to 
—— $33.00 for the complete deluxe 5-item gift box. If you are not already familiar with Dazey Kitchen Helps, see 
them at your local gift, hardware, household appliance or department store. If your list runs long, write us direct, on 
your company letterhead, for catalog and quantity prices. DAZEY CORPORATION, ST. LOUIS 7, MISSOURI 


° 

Dazey Deluxe Can Opener—Table Top 

Model 78C Has all the features of the 

famous Dazey wall type can opener, includ 

ing magnetic lid lifter. Opens round, square 

or oval cans. Height adjusts from short to tall 

46-oz. juice cans. Red, Yellow, White 

Retail price $7.95. Same without magnetic | Dazey ‘Blend-R-Mix"—Model 8 10C Blends, 

lid lifter (Mode! 70) $6.95. ' whips or mixes anything mixoble. Adjustable handle 

Wall Type Model 88C (White, Red or q permits either right or left hand use. Easy to operate! 

Yellow) $5.49. Easy to clean! Rust proof...Chrome ond Red, 
Yellow, Green, or Black handle. In Beautiful Gift 
Box. Retails for $5.95. 


This beautiful gift package 
set of the Dazey Egg Beater, 
Triple Ice Crusher, Juicer, 
Deluxe Can Opener and 
Sharpit (knife and scissors 
" sharpener) are as beautiful 
famous Dazey wall bracket. Perfect as they are useful. Gift Package PK-4C 
wherever crushed ice is used. PK-5 White (Red, Yellow, or White with Chrome trim) 
Enameled body; Red, Black, Yellow, or : Retails for $28.98. Gift Package PK- 
Green transparent cup Retail price, Why 4AC (All Chrome) Retails for $32.98. 
$11.95. PK-5AC All Chrome body Black Other Dazey gift packaged sets from 
transparent cup Retail price, $13.95. $8.98 to $19.98. 


Dazey ‘Cocktail Hour’ —Combination ice 
crusher and cocktail shaker. Instantly adjusts 
to crush ice fine, medium or coarse. Fits the 


4 
y 


¥ 
4 


Darey “Sharpit''—Table Top Model 915C a, Dazey ‘“Crackit", Nutcracker Set— 
Features twin sharpening wheels —one for Model PK-11 
sharpening —one for honing. Holds firmly to 
non-porous horizontal working surface by 
means of vacuum cup. Easily removable and clamp-type bracket attached to wood 
portable. Red with Chrome trim. Retails for base for quick easy mounting. In hand 
$7.25. Same with s'igle wheel (Model some gift box—$5.95 retail 
905C)— $6.25. 


Cracks ends splits 
nut shell lengthwise, so that nutmeats 
come out uncrushed. Special spring steel 


. o . . . » . . 


Be sure 


np DAZEY 
e Be sure to please his family— 


i? 
@® Di 
AMERICA'S BEST-KNOWN LINE OF SMALL KITCHEN APPLIANCES 
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Dick Grant, Jr 
points out that actually only 10% de 
rives from GM_ itself 
from printing checks for General 
Motors Acceptance Corp.—and that 
dealers of all companies must be sold 
ndividually. . The “commercial” 
half of the volume comes from Prox 
ter & Gamble Roebuck and 
other large and smaller 


Cjrant Sr 


deale However 


primarily 


sears 
ompanies. 
emphasizes that al 
though his experience and contacts 
have been helpful, “my boy (now 40) 
runs the business.” When living at 
Normandy Farms Sr. will drop in 
at his Reynolds & Reynolds office for 
i couple of hours a day, chiefly to 
keep track of other affairs. Proudly 
he showed me through the plant. But 
today his active oncern with it. ts 
limited chiefly to stockholders’ meet 
ngs, four times a year at which 
Father Mother and Daughter con 
sider how well Son is managing 

If the son is overshadowed by the 
father, he is not dominated by him 
Dick Grant Ji 
ment they had when his father wanted 
to spend $20,000 to advertise R&R 
n Automotive News Ir. was against 


mentions one argu 


f He won. 

The younger Grants grew up at 
Normandy Farms while their father 
was working five days a week in De 
troit and, especially in Chevrolet’s 
early days, was spending manv week 
ends on the road Later the son 
traveled with him. 

Although he wanted to be on his 
own, young Dick seemed to gravitate 
toward his “father’s” businesses. At 
16 he got himself a job as errand 
boy for a Davton Chevrolet dealer 
For two vears he worked with Frigid 
aire. In both places the Grant name 
brought him special attention 

I asked the son to summarize his 
father’s qual ties. He cites “ apacity 
f 


for making friends’: “concentration 


whether the problem 1s print ng. 
Hereford cattle. or Chevrolets”: “in 
tegrity” 


“ability to plan, to organize 
and to inspire 

“From such qualities Dad is able 
to come through with more than any 
one else thought possible a 

One attribute is memory. Unlike 
Tohn H. Patterson, Dick Grant, Si 
has never had to keep a pad by his 
bedside for fecording sudden, sleep 
Another is dra 
matic sense: “Dad always put on a 
He knew how to 
get himself—-and Chevrolet—talked 


wrecking ideas. 


three-1 Ing show 


ibout Once he ev I 
hat in Kansas City! And with 
all these was energ\ ike many an 
ndividual would 
tart slowly in the morning, bu ld 


othe: ntense 


ip steam during the day, and hit peak 
n the evening. After that 
he might play poke: intil 3 a.m. 

What would Dick Grant, Sr., have 
done differently ? 


efhiciency 


What He'd Do Over 


he Says : I'd 
go into business for myself. One can 


If I were 25 again 


make more money that way than with 
i big corporation and have more 
freedom. . . . Even General Motors 
vice-presidents are supposed to be at 
their desks at 9 in the morning. Even 
Mr. Sloan could not play 
when he liked. 


done in a large 


hookey 

And to get th ngs 
orporation I’ve had 
to sell, every step of the way. Things 
would have been a lot simpler z 
ould have just cone ind done them.” 

But he doesn't regret this expe! 
ence. In fact, he’s pretty proud of it 
Probably, even the internal “obsta 
cles” sharpened his sales sense . 

At the Detroit Athletic Club on 
January 25, 1944, 200 officers and 
executives of General Motors gave a 
dinner for Richard H. Grant. There 
The talks and 
seating were informal. Alphabetically 
at Table No. 11 sat Albert Bradley, 
the Grants, father and son, Ormond 
FE. Hunt, Charles F. Kettering, H. J. 
Klingler, R. S. MeLaughlin, and 
Alfred P. Sloan, Jr. 
men and manv others came messages. 
A dealer in Illinois tried to show his 
“appreciation for all vou have done 
for the automobile industry.” A divi 
sional advertising manager in Conne 
ticut expressed regret that he would 
no longer have ‘“‘the pleasure” of sub 


Was no head table 


I rOM) Sule h 


mitting his annual budget to Grant. 
To their problems Grant had given 
his working life. and much of his 


health. Although he has 1 


less “rattlers’’ across the 


dden count 


could “never take the time to see 
Yellowstone or Yosemite or Glacier 
Park. I’ve never been to Catalina 
Island.” 
places the younger (jrants saw on 
their family vacation the month be 
fore. But the father had to be where 
he could rest every afternoon. 

But Normandy Farms at least have 


country, he 


‘These were some of the 


given then ] 


relaxation. Grant has 
rarely taken his office problems home. 
And although they have been friendly 
with many people in GM and other 
companies, Mrs. Grant has never 
been an “office wife.” She has 
been work ng ona book about thei 
married life, and about the people 
and places they know, which = she 
hopes to give to the family on their 
30th weddin 
1, 1956. 

The first thing I did on my visit 


0 Normandy Farms was to accom- 


anniversary, September 


+ 


pany the host on a drive around them. 

. Grant bought the first 250 acres 
from the Reynolds family a quarter- 
entury ago. To him farming was to 
be just a hobby but he “alwavs 
hoped to break even financially.” 7 he 
value of the 650 acres has increased 
from $500 to $1,200 an acre. 

Farmer Grant reeled off facts: 
Among the 230 present Polled Here 
fords are 80 dams, maintained 
three separate barns. There are three 
bulls. Two 
reserve, in case another gets “laz\ 
Total hogs: 83. Most of the 500 
chickens and 100 turkeys bought an 
nually end in the Farms’ big Frigid 
aire. .. Yes, the weather’s been 
pretty dry. But even so this mult 
plier could report 60 bushels of oats 
to the acre, and “wonderful corn and 
wheat crops.” 

After lunch we took a tiny eleva 
tor up one floor to his bedroom where 
in a dozen scrapbooks, was some ot 
the record of one man’s business life. 

We also looked ahead. 

Can a “Grant job” be done in sell 
ing, today? 

He thinks it can 
companies who are doing “a good 
sales job’: Allied Chemical and 
Union Carbide and du Pont, Procter 
& Gamble and International Shoe, 
General Foods and General Mills 
and ‘‘all General Motors cars.” 

Could other motor makers. still 
progress against GMI or Ford? 

h “silly-ass ideas” 
as Ford's insistence on black no longer 
provide ammunition for competitors 
there’s still room for new blood and 


work’’ and one stays in 


He mentioned 


Even though Su 


new ideas 

Richard Grant urges “every sales 
manager to evaluate himself and his 
organization on the live Factors.” 
‘Infuse the 
organization with a great spirit. 


Especially he emphasizes: 


“There will always be opportunity 
for Inspiration and Leadership.’ 


"If you want to build sales, PLAN, PLAN, PLAN!" 
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As Detroit 
LTOws... 


SO £rTrows For the first 8 months of 1953: 


The News 


linage gains of 
The Detroit News 


over the previous year 


were ONE MILLION LINES 
GREATER tHan THOSE 


OF ANY OTHER DETROIT 
NEWSPAPER! 


From January Ist to August 31st of this year, 
The Detroit News carried 27,052,352* lines of eans 
advertising -— almost as much as both other : 


Detroit newspapers combined. This was the 
highest of any January-August period in 


. mas usiness 
etroit newspaper history 


As Detroit grows, so grows the News! 


The News’ tremendous linage gain is proof 
of its business-producing effectiveness .. . 


and an accurate indicator of Detroit's record- Employment in the Detroit Metropolitan Area 


as of September 1, 1953, was 1,450,000 This 
Toda ie ules before, buy the Neu s and was only 45,000 short of the all-time record 
iin Haan Metealt employment reached in June-July of this year 
. *Media Re Ine Of this 45,000, approximately 20,000 were 


temporary layoffs resulting from the General 


breaking retail sales volume. 


Motors’ Hydra-matic plant fire 


450,054 $52,238 


The De troi t News High employment ot high pay means there's 


‘ in in tr 
saa aaun wenaeanie big business Detroit 


15 
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Your Foot’ in the Door 7 


Getting in an industrial plant doesn’t pose much of a 
problem to today’s salesman ... but whom to see is a 
question. With only one pair of legs he can’t get his foot 
in all doors . . . nor can he be sure that he has contacted 
all the men who have a voice in purchasing decisions. And 


missing one unknown buying influence may cost a sale. 


One sure way of reaching these unknown buying influ- 
ences is through the magazines they must read to keep up 
with their jobs. Business decisions are influenced by what 
these men read in the editorial and advertising pages of 


their business magazines. 


We call Business Publication Advertising ‘‘Mechanized 
Selling” because it gives greater productivity to the sales- 
man’s efforts .. . just as a high speed machine steps up the 
productivity of the skilled workman in the plant. Used for 
the preliminary steps of making contact, arousing interest 
and creating preference for your product, business maga- 
zine advertising gives your salesman more time to concen- 
trate on the important job of making specifications and 


closing the sale. 


For more information on how Business Publication 
Advertising can build sales and cut selling costs, ask 
your McGraw-Hill man for a copy of our 20-page book- 
let, ““Mechanizing Your Sales with Business Paper Ad- 


vertising.”’ 


McGRAW-HILL 
Ge 


McGRAW-HILL PUBLISHING COMPANY, INC. 
App 330 WEST 42nd STREET, NEW YORK 36, N. Y. ABC) 
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NEW MECHANIZED 
SELLING FILM 
NOW AVAILABLE 


Wehave just produceda 35mm, 
sound-slide film entitled, 
“Plateau of Progress.’’ This 
14-minute Kodachrome film 
presents the application of 
mechanization to selling . . . 
shows the job that advertising 
can do in the kind of economy 
we're living in today. 


The film fits ideally into 
conferences, sales meetings, 
sales training courses, adver 
tising presentations and other 
gatherings where business pro- 
motion is the theme. 

This new film, and our earlier 
film, ‘‘Mechanized Selling 
Blueprint for Profits,’’ are 
available at all McGraw-Hill 
district offices. For further in 
formation, ask your McGraw 
Hill man or write Company 
Promotion Department. 


Smart Advertising Identifies 
An Unknown Processor... 


...and its products. Orefraction, Inc., on a $6,000 


budget, creates copy that arouses distributor interest. 


Zircon and rutile, two products 
with which housewives are in close 
ouch every day (but wouldn’t recog 
ze if they met them in broad day 

are moving out of Pittsburgh 
than twice as fast as they did 
ears ago 

\ small-budget $6,000-advertis ng 
fTactor n the 
> sales rise, since 1949, of Ore 


, 


inpaign SW a major 
ie 
action, Inc., which has 35 employes 
cluding its production staff. Until 
195] the 


taft sold its produ ts direct to manu 


’ 
companys two-man sales 


facturers 
As a result of inquiries produced 
by the advertisements, and personal 
distributors, the 
ompany now has eight distributors 
n this country and one in Canada. 
Sales to industry started nine years 
ago under the direction of Jack 
Hunt, general manager who, with 
in issistant, 
sales. staff. 


ceramic 


tollow through ot 


formed the two-man 
Hunt is a professional 
enginee! 

Orefraction processes zircon used 
1 the pottery, glass and porcelain 


enameling, and foundry industries 
and in making super high-temperature 
Rutile is used in the 


welding rod and metallurgical alloy 


etractories, 


ndustries, and in the ceramic indus 
trv as a coloring agent. 

Zircon and rutile are found 
gether in beach sands primarily in 


Australia and Florida 


inds are mined, washed and hauled 


These Taw 


to Oretraction, where they undergo 
separation and purification by gravity 
ind electro-static and magnetic prov 
esses. Quality is maintained by spec 
chemical 
Further processing is done by milling 


trographic and controls. 
ind grinding the purified sands to ex 
act particle sizes required by manu 


facturers, 


Zircon is widely used in porcelain 
enamel to cover ranges, washers and 
other appliances; to coat kitchenware, 
sinks and sanitaryware. It is used in 
porcelains in the manufacture of elec- 
trical insulators and = spark plugs. 
Since World War II, rapid strides 
have been made in the use of zircon 
by foundries for precision casting and 
mold and core construction. 


Rutile is a colorant used in potters 


52 


Cnall els and dent ire por ela Is. It Ss 
used as a major constituent in making 
welding rod coatings, and also as a 
titanium addition in metallurgical al 
loys, since rutile is an oxide of ti 
tanium 

About sIx Vears ago, QOvretraction 


began half page 


running advertise 


ments n five eran magazines. 
About two years ago, management be 
lieved that 
but the budget would have to remain 
at S6.000. 


a change was needed 


J. A. Petren Ss, account executive 
of Smith, Taylor & Jenkins, Inc., the 
Pittsburgh 
worked with Hunt on a new 
series of advertisements designed to 
get identity and 


company’s advertising 


agency 


recognition trom 


manufacturers. The purpose of the 


brand-name” 
acceptance for Oretraction zircon and 
rutile in the cerami and foundry in 
dustries. A relative newcomer, the 
company had to make itself seen and 
known, on a limited budget, in a field 
dominated by a few large competitors 
who scheduled two- and four-colo1 
advertisements. 

Full-page advertisements were 
scheduled in leading ceramic 


alnpaign was to create 


Maga- 
zines and were staggered so that all 
three advertisements appeared in any 
given month. One stressed rutile, one 
zircon, and one featured both prod 
ucts. Straight line work eliminated 
color plates and halftones, cut engrav- 
ing costs so that full pages could be 
used. For the foundry magazines a 
red and black advertisement, again 
emphasizing simplicity, was produced. 
As distributors were added, their 
names were listed in the advertise 
ments, 

Geared to technical requirements 
of manufacturers, advertisements in 
striking reverse-line drawings empha- 
size the advantages of Orefraction 
zircon and rutile and outline thei 
principal uses. The advertisement fea 
turing both products also emphasizes 
that the company’s ceramic engineers 
work with manufacturers in improv 
ing their products. 


“OUR Two THouS AND DEALERS ARE Not 
SPECKS, miss DUSEN BURY / 4 
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NOW THE 


KENTUCKY 


IN LOUISVILLE 


BECOMES ONE OF THE NATION’S 


GREAT 
CONVENTION 
HOTELS 


I hanks to the construction of two great additions, 
the Kentucky Hotel now offers many facilities that 
are available in few if any other hotels in America 


A new Exhibition Hall, a part of the second floor, 
seats 1500 people. The entire second floor is also 
available as a unit, containing 20,000 square feet, 
and is ideal for either one huge exhibit, or for many 


separate banquets, dances, cocktail parties, etc. 
| 


Every foot of “convention space” in the hotel ts 
air-conditioned — the lobby, the tremendous Exhi 
bition Hall and many other varied meeting rooms, 
as well as a great number of bedrooms. 
In addition to all the facilities of the Kentucky, 
we also proudly offer the additional facilities of 
Louisville's famous Brown Hotel, owned and 
operated by our same management. 
No matter what sort of meeting you are planning, 
you will be amazed at the versatility of the Kentucky 
Hotel. Use the coupon for getting the complete 
description of our facilities! 


THESE BLUEPRINTS 


Ihe Kentucky Hotel 


I OuUISY ille, Ke metus ky 


Without obligation, please send me a copy of 
the Factbook as advertised in Sales Management 


for October 15 
Name 
Organization 
Address 


City 


AND PICTURES ARE ‘WORTH A THOUSAND WORDS!” 


OCTOBER 15, 1983 


4 


Sy 


~~ < “ Burgermeister, Burgermeister 
" Its so light and golden clear... 
yd Burgermeicter Burgermeister 

A Tt atenly fine pale beew !” 


44 


Why the Burgie Jingle Is Welcome 
In Many West Coast Cities 


It injects a nostalgic note into the air and it is very low- + charged with 


rvermeiste 


pressure advertising. The carillonic chimes are available children substitur 


to each community for other music on special occasions. 


Kor seven vears visite ’ language adaptation, with a full s 


l'rancisco, alert to d behind the phoni orchestra. He will soon be 
odern city some flavor of the fabled ‘ee ming or whistling, like the San 
Cjold Rush ‘Vown, have stopped and Franciscans: 
listened. ‘The. st ns of Oh, My “Burgermeister, Burgermeist 
Darling, Clementine iol against It’s so light and golden clear... 
brisk t a nad ‘The nos vi Burgermeister, Bure meistel 
mes cease; the hour is tolled. It’s a truly fine pal 
“That?” the 1 ve smiles when Poor Clementine although 
ie inevitable question comes Phat’s ind gone toreve as been res 
he Burgie jingle. rected as one of t most successt 


Phe what? idvertising continuities in the West 
’ the mpany 

so con pletely has the one pl untive pipes ; i , 
\ S with Droad 
lightens the puzzled visit inge! ur saturated the market with it : ade le 

d that p * , 
. carc ¢ redits 
on Lenth street Lhe ! i CISCO to say the “Bu rer ingle echoes n 1 R ] ly Ik } 
1 Kcinharad Mil seoann 

Brewing Corporation the mind of nearly reine wile tate ricin Oakland. Whe 


newer It omes trom t re ? gle, repeate message 


If the visitor remains long enough hears it 10 ned the small San Francisco Brew 
to turn on a radio at various hours of Kor ex unple, reports Franklin ing Co. in 1944, to throw out a wel 
ve day or evening he will be greeted Mieuli, in charge of the company’s ter of brands and put all his produ 
by the same strains... plaved West promotion and _— publi relations tion and promotional effort into a 
nstvle on a guitar with singing such amused school teachers write in to sa\ single brand Burgermeister, (see 
is the -— Ayacthgtt have heard, tinkling that when thev teach their young SM, Sept. 1, 1950) it did not have 


rom a Swiss music box, in a Spanish sters the old Gold Rush song, they n advertising agency. 
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its dé 


Reinhardt 


sing moves 


, 
took 


vhose first advert 


ompany 


, 
iggest use of a well-known 
He 


ind the quatrain made i 


a jingle recommen 
" 
lermentine 


but on the airways se Ni ( 


It was presented, fir 


of a singing quartet, It was use 


pot commercial station break 


did an excellent job for the ex 
ling brewery which 
200,000 barrels a vear 


I oday 


rels annually 


produced 
nine 
llion 


yrow t 


tf put out an 
til] 


ss 


“Elkins always claims that 


best place to reach the exec 


of the year!” 


Elkins, You're So Right! We've 


of key executives and investors 


years € 


I he 


b ewe 


troling chimes were put in 
n 1946 to play 
tliat ngle at 10 a.m. 


and toll the hours, 


towe 


ialf hour 


nit the 


! as though they 
by a medieval 


the VY are as 


bell-ringer. 


1 as thei 


modern 
They emanate 
which o; 
old pis 
rolls 


function. 

‘ctron vice 

rates somewhat on 
utiliz ny nn 
hing r which a has been 


‘d. The device 


ysten 


represents 


Beach is the 
utive market this time 


Viami 


——— REPRINTED FROM TIDE 


the biggest concentration 
in the country, and while 


they're relaxing on Florida’s famous Gold Coast they're 
all regular Herald readers. That gives wide-awake ad- 
vertisers a golden opportunity to use the Herald's blank- 
et coverage to sell them all at one fell swoop—and at one 
low cost! See your SB&F man today. 


JOHN S. KNIGHT, 


STORY, BROOKS & FINLEY, National Representatives 


Publisher So, 


Affiliated Stations — WQAM, WQAM-FM 


‘rable 
S10.000 (made b 

ot Sellersville Pa. 

one o¢ 


ision on wh h 


himes required servicing proved 
the n 
softls 
n the 


be a cheerful experience tor 


igement, which tuned then 


the start to be heard “ th 


dius of a few bloc ks from the brewe 
n mid-town San Francisco 
the 


unt 
until 


reat hed. 


plant 
no protests were registe! “d 
increased g 
capacity Was 
several vears they were s lent 
few davs for servicing. 
The switchboard 
flooded with calls from chime ‘ 
the cheerful notes 


as qu ckl 


company’s 


who missed 
wanted them restored 
poss ble. 

The chimes, of arol onl 
the well-known tune. To keep the 
words of the Burgie jingle echoing 
in hearers’ minds the company broad 
territory —Cal 
fornia, Arizona, and Nevada. 

The “Burgie Roundup,’ 
features popular western music, gives 
the Burgie jingle in the same style 
with guitar accompaniment. The Bu: 
zie Musik Box appeals to listeners 
with light Catering to the 
large Spanish-speaking population ot 
the Far Western the jingle 
also goes Span sh, to the same tune 


And 


ourse 


asts throughout its 


which 


tunes. 
states, 


now lovers ot classical 


mus 


hear it on the “Burgie Concert Hall 
a half-hour, five days a week, with 
’ 


the pleasant jingle is the commercial 


Repetition Makes Recognition 


The thought behind 
pressed by Picard in 
Continuity of advertising. A. single 
brand: Burgermeister. A single pro 
theme: “a truly fine pale 
beer.”’ One engaging tune which car 
ries the advertising message across the 
company’s sales territory. These add 
up, the management has proved to a 
cumulative low-pressure effect. 

A further step in the program was 
taken recently with the extension of 
the chimes to other cities. They are 

heard in Bakersfield, Fresno 
San José, Santa Rosa, Sacramento 
and Stockton. Duplicates of the brew 
ery chimes, they toll the hours, mark 
the half and quarter-hours and, four 
times daily, carol the Burgie jingle. 
They other community and 
civic uses which build good will for 
the Burgermeister distributor in each 
of the areas. The distributor in each 
of these six towns (not the brewery ) 
places the chimes. Chimes are not in- 
stalled in the distributor’s headquar- 
ters but are offered for 


all this 


three 


Is @X 
words 


motional 


now 


serve 


community 
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use. They echo from Elks Club build 
ings in Stockton and Sacramento. In 
San José one of the tallest office build 
ings accommodates them. Bakersfield 
also hears them from an office build 
ing. In Santa Rosa they sound from 
the bu Iding ot the bank. 

How are these key advertising loca 
tions obtained? Mieuli explains: ‘we 
neither think of the chimes, nor place 

as advertis ny. 

Here’s how it is handled. The S10, 
carilloni dev ce is n ade avail 
to an exclusive Burgerme ster 

stributor. He ofters it to the com 
munity 


through cCiIViK Ol business 


Practical Uses, Too 


\ dedication ceremony ts held. ‘| he 
Mavor, City Councilmer 
key persons 


and othe 
the bus 
eptance, are 
the 
low al 


ntation of a plaq ie 
t the dedication scr: n 
art plece was developed for this 
pose which delineates the figure 
an old burgermeiste1 the beer’s 
rade-mark character) in a bell towe 
asping the ropes of the bells. Of 
rse, the electronic device whicl 
delivers the chimes has no pi torial 


“What we did, 


was [to illustrate the Image 


appeal. 
Mieuli, 


the sound calls up.” 


explains 


The presentation does not end 
Since any tune can be plaved it 

any time many opportunities arise Tot 
the Burgermeister distributor to make 
further gestures of good W“ Il. He 
rolls for the 
special tunes on patriotic 
holidays (“God Bless America’ on 
the 4th of July To! example), tor 


memo al 


may—and does 


pProyv de 


arol ny oO 


celebrations onventions, 
etc. If an American Legion meeting 
were coming to town the d stributon 
might ask civic officials or chamber of 
ommerce executives f they would 
like to welcome them with ‘Caissons 
(jo Rolling Along” on the chimes 
and present the roll 
The gift has practical 
tion to sentimental appeal, as Charles 
Orsolini, the Burgermeister distrib 
utor in Stockton realized. Stockton 
was worried because it had no suit 


uses in vddi 


able civil defense alert system. Orso 
lini knew that the ebectronic device 
which sends the bells caroling loudly 
over the city could be converted to 
this kind of system with an attach 
ment which costs $1,000. He dis 
ussed it with the Burgermeister man 
agement, which agreed to make the 
attachment available to Stockton if 
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the community would accept the gift. 

Local Civil Defense officials read 
ily accepted. 

Mieuli says, ‘We are frequently 
asked what we expect to get out of it 
when our distributors make these 
presentations which, obviously, cost a 
great deal of money. Our answer is: 
“We believe that in having our dis 
tributor contribute so much to his 


community, he as a businessman and 


i Burgermeister distributor, enhances 
his stature. This places him in 


a 
posit on do a wood rob 


vermeiste 


Year by year the jingle ot cash 
registers ringing up Burgermeister 
sales has grown in volume as the 
“Burgie jingle” has made more 
friends and—amplitied by the chimes 

influenced more people. 

As an extension of its low-pressure 
program the 
plans new uses for the versatile 
himes. It is probing the possibility of 
having a smaller, portable unit made, 


advertising company 


for use at tairs, conventions, or other 
\ iffairs where the chimes——with 
suitable tunes augmenting the Forty- 


None ill 


Wo ild be appropt Te. 


The Burkhardt 


@ Standard size Visi-Kit (No. 7001 
8" x 10" photos or other inserts. Other sizes made on special order. 


/ ransparent I thocel enve- 
lopes protect and add lustre 
to photos, color reproductions, 


sales presentation sheets, etc. 


@ Holds photographs, charts or illustrations in protective transparent 


envelopes—arranged and displayed for the most effective presentation 


@ Folds to a flat, compact unit for carrying under arm or in briet case 


illustrated) holds 25 to 50 size 


Write for Literature and Prices. 


THE BURKHARDT COMPANY 


545-555 WEST LARNED ST., DETROIT 


“BINDERS TO 


AMERICAN 


BUSINESS SINCE 1911°' 


Why It Takes Longer Now 
For Your Dealings with Government 


Eisenhower's team is inspecting operations from top to 


bottom. In many cases new policy has not been set so civil 


service people hesitate to give definite answers to your 


questions. Here is the picture in major departments. 


BY JEROME SHOENFELD © Washington Editor 


It’s 
C50 


ch dealing never 


deal 
to be and 
Com 
Wash- 
ington representatives repeatedly tell 
them that ‘“‘policy has not yet 
determined” on this or that 
| 


when the policy 1S 


more difficu to with 


ernment used 
was easy. 


panies get impatient as their 
been 
point, 
especially out 
lined only a few days later in a news 
papel dispatch. 


Yet 


with Cove rm 


deal 
and then. It’s 
difficult, not im 
Administration 


Casier, 


almost everybody must 


now 
bec Orie 


1 
oni more 


possible new 
etiles, 1 1 get 
\ vear 
Cove 


ds ot obs 


avo the tec hnique was sim 
thou 
ire officials who, each in 

alty, knew what 
ch better than any Cabi 
Presi 


wanted 


nment was run by 


Own spe was 
romyg on m 
Senator o1 

ould If 


something o! f the 


net member even 


lent possibly 


‘ vou 
Cjovernment 
wanted something of you, vou looked 
for the expert, whom you sometimes 
found merely by saying “Information 
please” to the Department’s telephone 
operator, ‘There was seldom any rea 


son othe: than snobbery to see a 


Secretary, much less a Senator. 
Now, officials, if 

they remain at their old desks at all, 

can’t help you. ‘The point you want 


many of these 


decided depends on what goes on in 
the Secretary’s office or in the White 
House. A Washington agent finds his 
notebook virtually worthless. 
Stories of labyrinthine pursuits that 
prove futile come to you by the dozen 
from company agents in Washington. 
A bank, one of the largest, handles 
financing incidental to 
stockpiling here and abroad. It used 
to get information, by no 
means secret, about future pure hases. 


Government 
general 


kor several months this practice has 
stopped, but appeals to top manage 
ment allow occasional peeps. 

A company makes components used 
in the atomic energy program. Like 
the bank, it needs information about 
buying plans and, like the bank, no 
longer gets it. 

For 
had 


national 


years Commerce Department 
running a kind of 
Dun and Bradstreet, 
viding shippers with detailed infor 
about 


been inter 


pro 
nation 


foreign concerns, in 


ty 
! One 

S. markets 

1 Single newspaper — the power- 


ful AKRON BEACON JOURNAL, evening 


you get in Akron, 


of the few large 


covered (99! by 


and Sunday. 


cluding credit ratings. All this has 
stalled. When the Korean war end 
ed, people queried the Department 
on the status of Korean concerns they 
used to do business with; for lack of 
staff, the letters can’t be answered. 
A country-wide chain store would 
like a record of OPS experience; its 
far-sighted wants back- 


ground to put before future Congres- 


management 


sional committees should pric e control 
come back. After the World War, 
such records were furnished first by 
history writers in OPA and then, in 
greater detail, by Commerce Depart 
ment; now, they're completely scat 
tered. 

Almost any salesman tells the same 
story. An agency's appropriation al 
to buy his product. But the 
procurement officer neither will buy 
it now. nor will, 
much less in what amount. He tells 
the salesman that the product falls 
under 


lows it 


forecast when he 


a program the Secretary is re 
which the 
almost mechanically 


viewing Secretary's sec- 
retary 


rates. 


corrobo 


Effect of Budget Cut 


Chambers of had <a 
ranged to distribute Department of 
Commerce _ statistics, booklets, ete. 
They can't get the booklets. Budget 
cuts left the Department too poor to 
deliver them. 

Nor are difficulties reported by out 
only. The deals 
with itself. One agency had arranged 
work for National Pro 
Authority, which still exists 
as Business and Defense Service Ad 
ministration. It can’t get final instruc 
tions on what to do. The NPA tele 
phone usually doesn’t answer; a call 
upon higher authority brings the sug 
gestion to work with this or that ofh 
who, demurs that 
he has been reassigned. At Office of 
Detense Mobilization a businessman 
was 


commerce 


siders (sovernment 
to do some 


duction 


cial when found, 


winding up arrangements on 
rapid amortization of his plant. The 
papers had to be initialed at an NPA 
office a few flights upstairs. His anger 
at having to wait six days to get them 
back elicitated the 
sponse: ‘‘Yes, it 
three.” 

The Government hasn't fallen 
apart; it’s being reorganized. During 


svmpathetic re 


usually takes only 
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editorially 


Backed by the resources of the largest: exclusive 
building industry publishers, BSN has led in editorial 
achievement for more than a generation. Its large 
organization of executive and key. staff personnel 
have worked together for many vears as a closely 
knit team... whose length and breadth of service is 
unmatched by any other building industry publi- 
cation, 


preference 
This recognized editorial superiority results in per- 
formance ... readership for your advertising! That 
BSN is by far the preferred dealer magazine is proven 
by unbiased reader surveys made by advertisers and 
their agencies. 


buying power 


Building Supply News reaches the largest dealer 
buying power in the industry. Its readers are 
responsible for 88.207, of the total annual volume 
done by lumber and material dealers. 


advertising volume 


Advertisers also recognize its unquestioned top posi- 
tion... this is reflected in the fact that BSN carries 
the largest volume of display advertising of any 
dealer magazine in the building field. 


cy * s< 
SalfiS 
In the first 8 months of 1953 BSN gained 289 pages 
of advertising as compared with the second paper's 
gain of only 21 pages (almost 14 to 1). This is further 
recognition of the unmatched readership and buying 
power offered by the industry's top dealer magazine. 
reavir nao 
LAY Fs é se™, 7 
Furthermore, a full schedule in the industry's No. | 


dealer publication costs less than a half-schedule in 
the ser ond paper 


The First Dealer Merchandising Publication 


5 South Wabash Ave. « Chicago 3, Illinois 


»-»--And WTAR-TV 


Remains the only 


Station that Delivers 


the Norfolk Market 


ARB Reports on V1 f° — | ‘| II; Reception 

in the Norfolk Metropolitan Area: * 

VEE (WTAR-TV) Saturation 

UHF (Channel 15) Saturation. . sige ane .. 10% 
(17,521 UHF homes) 


Total WTAR-TV Circulation in 
11 counties Oct l 99 OOO) lV he mes 


*ARB Survey Sept. 15 21 inclusive covering the Norfolk-Portsmouth 


and Hampton W arwick Newport Ne ws Metre politan \reas 


WTAR- 


the previous administration, reorgani- 
zation was perpetual; it’s doubtful 
that there ever was a day some agency 
wasn't undergoing it. For a month 
or so, people fussed over charts, 
argued about who should report to 
whom and elevated each other’s titles. 
When complete, the reorganization 
left everything just as it had been 
except that some got the higher pay 
commensurate with their new titles 
and places on the chart. 

Present reorganization is genuine. 
It resembles what sometimes happens 
when a zealous receiver takes over 
and runs an insolvent company; costs 
go down, but so do company opera- 
tions, as salesmen get too scared to 
do their stuff. Old timers say that it’s 
like the 1933 reorganization. Here 
are some of the things that have 


caused the great stall. 


Commissions at Work 


First, practically every Govern 
ment practice, every policy, however 
enduring it once seemed, may be tem- 
porary. Presidential, departmental, 
bureau commissions are rey iew ing 
them all, which makes it hard for an 
official to be certain of anything. 
Since a group at Federal Trade 
Commission, for example, is review- 
ing that agency’s treatment of sales 
costs under the Clayton Act, it would 
be idle for one of its officials to 
advise a company whether a given 
way of allocating them is acceptable. 
Presidential commissions alone cover 
among other things, the desirability 
of each Government function, for- 
eign economic policy including tar- 
iffs, agricultural policy, state-Federal 
overlapping, housing policy. Asked 
how many commissions there are, a 
White House spokesman said that he 
couldn’t make a compilation within 
a reasonable time 

Not all this reviewing signalizes 
the change in management. Some of 
it would have been forced on any 
administration. A short time ago we 
learned that Russia is making H- 
bombs. In the light of that fact, 
military experts must reappraise the 
Defense program. 

\t one time, Government ways 
were so set that almost any official, 
in his own sphere, could forecast what 
Government would or wouldn't do in 
a given situation. Everybody made 
policy. Now, it’s Cabinet members 
and their immediate deputies who 
decide. 

In an agency consulted by _ busi- 
ness, the experts will be in continual 
contact with groups of businessmen. 
Each builds up a kind of clientele. 
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igh top-rank officials now re 


17 the Government are busi- . Remember 


themselves, and number 


isinessmen among the be BUSI ad ESS 
th | I ’ P 


they don't know as many as 


do hr thosands of empleo ‘is ASSOCIATES 
lectively. tontiycel 

The sentence ; laget J . . 7 Pies bay ek “4 ay 
tightened.’ , 


pular 


tension the 
nd the old ame ; 
got his appro- mo VIEW-MASTER 
shop with it : cas : " 
present, ac- . 
reau for 
down to 
\ ’ he e pec ted 
ile 
this « nuidgeting 
most of » time of top man Che big news in America today is 3-D pictures. Everybody ts 
ment. Some oft the managers say 


1 


: interested in these fascinating ‘come to life’ color photos 
that they have time for nothing else. : 


’ . ] war That's what makes View-Master 3-D products the season's 
It Ss not surprising that they shou d 


listen with only half attention to most appreciated business gift. There are attractively packaged 
problems brought to them by busi View-Master 3-D products to solve every gift need and 
nessmen. every budget requirement. Your View-Master dealer 

This sounds bleak. Naturally, 


sakness isn’t distributed uniformly. 


will be glad to help you select appropriate View-Master 3 D 


pence the gifts for employees, customers and business acquaintances. 
me places are errible others . : 
. - . . Py a) ‘ ' 
cht. Here are brief descriptions of See him today! 
few : 
Department of Commerce draws . FOR OFFICE PARTIES 
most con plaints. When Secretary View-Master Stereoscopes and 3-D picture Reels 
Sinclais Weeks took offx eit was w ith always make a hit at office parties. Over 400 
See I ie wt | ; De different seven-scene Reels on travel, sports, re 
sages “i ae mn VEO = ligious and other subjects are available at your 
ment. | his easily communicated , : View-Master dealers 
to Congress which severely cut 
ropriations. There’s little commu FOR SUPPLIERS 
ition between the top command Use View Master Stereo products to express 
the staff: Bure iu of St in | il ] appreciation for favors rendered and to as 


_ ‘ a sure good service in the future. The wide 
Allen W. Astin couldn't vet to 


at all when the Secretary w is to tailor gift costs to your budget 
to fire him. 


range of View-Master products allows you 


FOR CUSTOMERS AND CLIENTS 


A View-Master Personal Stereo Camera or the new 

View-Master ‘Stereo-matic 500" Projector can do an 

unsurpassed public relations job with important cus 
Your Contact at Census s 

tomers, For other clients View-Master Stereoscopes 

Two-Dimension Projectors and 3-D Reels are ideal 


\lthough Census Bureau, within FOR THE BOSS 


the I Jepartment works unde ’ The View-Master Personal Stereo Camera is one 

; of the most impressive and enjoyable gifts you 

a . could give. The beauty of its pictures combined 
work, its new director, Robert with its simple, low-cost operation makes it a 

W. Burgess, is himself a statistician gift he'll enjoy for years 

} 


bi dget cut that stops its most impor 


who knows the job and the Bureau 


thoroughly. If you want a special Choose Your Gifts from These Popular 
tabulation or a change in the wavy cer 


tain figures are released. deal with the | STEREO 
people you've always dealt with. ‘ 

Except for a cut in funds, there’s PRODUCTS 
been no change to speak of at , i 
Weather Bureau. 

Bureau of Standards has _ less 


money for calibration—its 2 
rect service to industry. : ones?” 

It’s the special services Commerce 

Yenartme ced ¢ ide , Stereoscopes Reels Personal ''Stereo-matic 500" 
Department used to provide that now $2.00 35¢, 3 for $1.00 Stereo Camera Projector, $177.50 
are hardest to get: information about $149.00 (Late Fall Delivery) 
foreign markets; conditions in par- ® Sowyer's Inc., Portland 7, Oregon. Reg. U.S. Pat. Off. Marca Registrada 


ticular American territories to which AT CAMERA, GIFT, AND DEPARTMENT STORES 
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production grows... 


Whitn You Covte tht Gilleon 


gut PACIFIC NORzy 


PORTLAND 


OREGON 
a sleles 
THE SPOKANE MARK wie ye: 
REALLY MAKES 
A DIFFERE Ganon E 
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IT'S ONE OF THE THREE MUST MARKETS 
IN THE PACIFIC NORTHWEST 


Really sell the Spokane Market . . . and production will have to increase 
to take care of demand. 

More than a million people spending over a billion dollars annually at the 
retail level is too big a market to miss. That's more people than live in Baltimore 
or Cleveland. 

A big market in its own right—the Spokane Market is of particular impor- 
tance in any Pacific Northwest sales program. This region—half again as big 
as the state of New York and New Jersey combined—is the very heart of the 
Pacific Northwest, but it is a distinctly separate and independent trade area. 
Residents can't be sold with advertising in coastal cities 300 miles or more 
distant. 

You cover and sell this great market when you schedule the two “home- 
town” newspapers residents of the Spokane’ Market have read and bought from 
since pioneer days . . . The Spokesman-Review and Spokane Daily Chronicle. 
They are read daily in over 500 cities and towns of 
the Spokane Market. 

Be sure this great market and these great dailies 


are on your list. Combined Daily 


CIRCULATION 


Now Over 
160,000 


81.84% UN-duplicated 


Advertising Representatives Cresmer & Woodward, Inc., New York, Chicago, Detroit, 
Los Angeles, San Francisco, Atlanta. Color Representatives, SUNDAY 
SPOKESMAN-REVIEW. Comic Sections: Metropolitan Group. 
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vht want 


dustrial 


been a change in the organization 


techniques re just 


irt which, according to spokesmen 


| restore what's been lost 
Department of Agriculture went 
make 
lieve reorganization that left things 
they had been. With various e@x 
tions you can deal as you always 
r} 


vetting ‘ 
ye ing } 


ough an old-fashioned 


Department to re 
new u avs to market 


prod t et kor months, 


} 


reorganization has been ru 
‘ | Kcept tor 


staff men 


due in te la 
vy Waves right 
have gotten “1 to living neat 
olcano 
Federal Trade Commission pron 
smoother dealing with the busi 
p iblic. With eve ything t does 
tudy ts lawvers feel less com 
whether a viven 
\loreover, 
the staff soon will be cut so that there 
| be fewer to consult with. The 


advise 


is or isnt legal 


lack of confidence between top man 
iwement and staff now common in 
rovernment is not to be tound here 
contrast with, for example, the 
cople at Commerce, FTC lawyers 

n't whisper or take the ambiguous 
one of officials working for an occu 
pation government 

Defense iS revamping e erything 

d so has changed its buying prac 


\Nlore 


! ded ot 


clearances are 
salesmen than before 


however salesmen Say 


al ! > samme people 
they re no business 
mesy 


Administration, 


ivilian Csovern 


General Services 
hich buvs to the 
ent has kept its old othe ials who 


\lethods of 


sometimes 


i re isonably happs 
ing are being changed 
drastically 


Recently to example 


the Administration reduced the num 


of types and styles in which it 


little 
earlier it opened local charge accounts 
for governmental field offices. As 
you ll be 


able to get quick interpretations on 


specihes various products: a 


these changes come along 


fine points by writing the old admin 
Clifton KE. Mack, Federal 
Washington 25. 
Housing and Home Finance 
Agency remains in close contact with 


truction industry 


istrator 


Supply Service 


through 
loves. lop management 


» budget 


Give Up? 


Creativity also calls for keeping 
going. We too often give up too 
easily and too early, mainly be 
cause we tend to overrate the 
power of inspiration and wait for 
lightning to strike us. There is no 
truth stronger than the thread 


bare maxim of “try, try again. 


—Applied Imagination 
By Alex F. Osborn 


Mutual Security Administration is 
indergoing a eorgvamization so com 
plete that it’s hard to find anybody 
who knows what's going on 

Federal Communications Commis- 
sion kept the old staft 
difterent 
ficulties at Securities and Exchange 
Interstate 


nothing seems 
There are no reported dit 
Commission Commerce 
Commission or Federal Power Com 
Mission, 

With such a 
likely to decide that if you must deal 
with Giovernment, you'd better get a 


description you're 


to sell RURAL MISSOURI 


__' »s yse the 


ee _—----—_> 


PUBLISHED BY CAPPER PUBLICATIONS LARGEST AGRICULTURAL PRESS IN THE WORLD 


Sales Offices. New York, Cleveland, Chicago, Topeka, Los Angeles and San Francisco 


line to the top men in it or perhaps 
ask your Senator to help. That brings 
its own troubles. 

First, as pointed out, the top mans 
Washington time has been fully ap 
propriated by the Budget 
that he can’t see his own statt. Se 
Cabinet 


ofhcers remain the front men the, 


surea ! SO 


ond, with few exceptions 
always were, going about the country 
making Finally, in most 
Departments there’s a rule that any 
letter to be Cabinet 


memb 


spee hes. 


signed by a 
r must be short and 
especially if written to a 
Cabinet officers quickly learn that 
plat tudes, whether spoken or written 
commit them to nothing and some 
times prove inspirational. 


a ho igh it's become more dith i 
vou still must find the expert who 
can tell you what you ask or do what 


you want done. The head of a large 


trade association calls the Secretary’s 
secretary, the general council or the 
press relations branch, asking who 
takes care of the job he wants done 
He goes to that person: If he begs 
off, “I only work here and vou're 
taking up policy,” the trade associa 
tion secretary asks whom he should 
see. One by one, he follows up the 
leads. It takes longer than it used to 
but it can be done. “You just can’t 
take ‘No’ for an answer.” 

Generally, the trade associations 
and the Washington staffs still know 
what's going on better than the home 
offices. You can’t ditch either, ever 

it the moment neither is comi 
Dealer who now has at 
Washington law 
ind the district sales manager of a 
blue chip made 
identical observations. You've got to 


extensive Pp acti¢ 


company almost 
be patient. Reorganization just start 
ed. You'll have a right to be critical 
if things have failed to jell this time 


next vear. 
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These 66 manufacturers of machine tools 
advertised in STEEL during 1952 


ng Blum Manufacturing ¢ 
Baker Bros 


1 & Sharpe 
Milling Machine 
icking Grinder ¢ 

The Bullard ¢ 
Gilbert: Machine 
Tool ¢ 
Grinders, In 

Is Grinders t 

, Machine ¢ 
Shaper ( 

I 1 ¢ 
Machine ¢ In 
The Cross ¢ 

1 Power Tool Div 

Rockwell Mfg ¢ 
leg Machine ¢ 


H' your product belongs in metalworking... 


your advertising belongs in..._~7_7_74 


Hannifin Machine To 
Hartf Spe il Machinery ¢ 
Heald Machine ( 
Herbert Machine Tool Co., In 
Industrial Plants Corp 
nes & Lamson Machine ¢ 
Machine Tools 
} Jones & Lamson Machine Ce 
Machine tool advertisers know Turret Lathe Div 
Kaukauna Machine ( 
that the 17,000 metalworking Kearney & Trecker ( 
Walker Turner 
j Kearney & Trecker ¢ 
market. They know, too, that to ; Peering : i 
sell the opportunity for increased ee Pointe Machine Tool C« 
ve ! Blond Machine 1 
productivity and reduced unit costs K O 


plants reached by STEEL ts their 


Logan Engineering C« 
Mattison Machine Works 
ieee ? ‘ 1igan Tool Co., Machine Gear Shaper 
production, engineering, and purchasing ee eee 
executives, who have a voice in the decision to Moli,ae Tool Co 
Monarch Machine Tool Co 
The Morey Machinery Ce 
( 
( 


they must reach all 4—the management, 


invest X dollars in new machine tools. And 


‘ Morris Machine Tool Ce 
S ehe > ' 

that’s why STEEL is she logical choice as the stetehsik tihieerama ane 
basic paper to reach the machine tool market. National Acme C 
National Machinery Ce 
STEEL + Penton Building + Cleveland 14, Ohio New Britain Gridley Machine Div 
New Britain Machine Co 
Potter & Johnston Co 

Sub. of Pratt & Whitney 

Norton Co 

MANAGEMENT Sibley Machine & Foundry 


° - 7 Simmons Machine Tool Corp 

You advertise in STEEL to reach Smith & Malls C 
' PURCHASING Bryant Machinery Engineering 

. . | ° Snyder Tool & Engineering Co 
all four buying influences | |» — South inend Lats Werke 

1 we . Springfield Machine Tool Co, The 

can Broach & Machine Co 
Sundstrand Machine Tool 
urchan Follower Machine Ce 
Van Norman Co 

Warner & Swasey Cx 

Wells Manufacturing Corp 
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Visualized and Designed 
by Hile-Damroth, Inc. 


UNIVAC CASTS 1954 HOROSCOPE 


In one of the first commercial applications, the 5,000 electronic tubes of 
Remington Rand's Univac sifted facts from 12 years of retail sales data 
and projected 1954 department store sales for the Bureau of Adver- 
tising of the American Newspaper Publishers Association. 


For each of 28 departments the monthly fluctuations have been devel- 
oped for the benefit of retailers—and for manufacturers who wish to 
align their own promotion pressures with seasonal buying habits. 


IJOISOYOH HS6I SISVD IVAINN 


From the report, SM has chosen a half-dozen departmental patterns for 
graphic presentation. If sales were uniform month by month, each 
month would produce 8.33% of the year’s volume. That figure repre- 
sents the base, 100. 
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| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
: S| & 
! | ee, |e 
| = 
| WOMEN’S MEN’S MEN’S HATS FURNITURE MAJOR LUGGAGE 
| COATS & SUITS CLOTHING FURN‘GS & BEDDING APPLIANCES 
| 
JANUARY 11 87 56 104 78 70 
FEBRUARY 86 63 57 96 75 58 
| 
MARCH 140 84 67 95 91 64 
7 
APRIL 112 95 73 89 88 74 
| 
MAY 76 106 80 104 105 114 
| JUNE 39 117 127 95 110 142 
| 

‘ / 
| JULY 43 ;» ,68 | 73-, 89 87 Be ee 
| i e Z t f L 
: AUGUST 62 65 60 107 87 100 
| 
| SEPTEMBER 113 95 70 100 96 71 
OCTOBER 155 118 86 113 96 71 
| 
| NOVEMBER 132 132 135 109 110 102 
| 
7 DECEMBER 103 171 314 95 171 228 
PICTOGRAPH BY Source: “Annual Time Table of Retail Opportunities,” A.N.P.A. 
: Sales 
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free IDEAS TO HELP 


and development. Improved lucking and unlocking 


Phone or write today for your free copy of this 
new Remington Rand catalog “Binders That Build 
It’s packed with facts, ideas and sug- 
ms for making your product literature and 
presentations more effective, more resultful. 

In this fully illustrated 40-page book, you'll also 
the full story on important new binder design 


improvements resulting from years of research 


Remington Rand Inc 
Management Controls Reference Library 
Room 1289 315 Fourth Ave, New York 10 


———> 
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mechanisms, for instance, to make sheet changing 

superior styling and handsome cover 

aterials that form a background worthy of your 

finest products... and the exclusive “Rem-Bossed 

Process” that personalizes your binders with beau- 

tifully clear reproductions of your logotypes, 
trademarks or corporation seal. 

Don’t miss this opportunity to learn what’s 
newest and best in the field. Send in the coupon. 
For free copy of Catalog LL-234, visit your nearest 
Remington Rand Business Equipment Center, or 
write to Management Controls Reference Library, 


Room 1289. 315 Fourth Avenue, New York 10. 


Remington. Frand 


PROFIT-BUILDING IDEAS FOR BUSINESS 


YOU INCREASE SALES 
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WILL THE DRUG STORE STAGE A COME-BACK? 


. , INCREASE ae 
All types of retail establishments have 1952 OVER 1939 


prospered in recent years, but relatively 1 
the drug stores have been lagging. The 
failure rate has been going up, and the 
number of units in operation is in a slow 
decline as more and more small stores fold. 
Dollar increases in sales since 1939 are far 
behind the figure for all retail stores: 


 sureR MARKET | i = 
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DRUG STORES ALL RETAIL STORES 


Three major reasons are advanced for the poor showing: 


GENERAL PRICE AVERAGE 


— a 


1. Business has been lost to 2. Abnormally high spend- 3. Prices on fair-traded 
super markets. ing on automobiles and items have not increased as 
y appliances. much as the general price 


average. 


Taking two segments of sales as a per- 
DRUG PREPARATIONS centage of total Net Effective Buying 

A> Tee Income, and calling the 1939 percentage 
100, the picture in 1952 was: 


20.17% 


Biggest sustaining factor for 
the druggist has been pre- 
scription business which 
amounted to 10.6% of store ~ 
volume 15 years ago, but is TOILET ARTICLES 
20.1% today. AND PREPARATIONS 


Looking ahead into the later 1950's, a larger proportion of income may be available for spending 
on the smaller indulgences, and the greater proportion of the population among the very young 
and the old should mean more money spent on drug products. 


PICTOGRAPH BY 
Giles Source: Department of Commerce and SALES MANAGEMENT 
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CONSIDER THE 
CONSENSUS 


OF BUILDING 
PRODUCT 
ADVERTISERS 


In 1953, over 500 building product advertisers (two-thirds of all 
advertisers using one or more of the three leading architectural 
magazines) are putting Architectural Record ahead of the field & more 
than 1,000 pages of advertising. 


However, advertising leadership is but one clue to media value. 
Equally important to buyers of advertising are the reasons for the 
Record’s leadership in advertising volume month after month, year 
after year: 


1. Editorial content designed 100% for architects and engineers: 
\rehiteetural Record is the one magazine edited in its entirety for the 


irehiteet ind engineers who control 80%: of today s building dollars 


2. Editorial anticipation of market activity: the Records editorial content 
fimed and balanced accurately by means of Dodge Reports of building 
ne acl fy to be of Constant maximum value to architects and engineers 
n terms of the work on their board and to advertisers in terms of 
their market Opportunities. 


3. Editorial breadth: Ihe Record ’s editorial service takes in the full range 
of building design—residential and non-residential, small and large 


which constitutes the practice of architects and engineers 


4. Reader preference: architects and engineers have voted Architectural 


Record then preferred magazine in filty out of filtv-six readership studies 


ponsored by building product manufacturers and agencies) for which 


results are available—and in all sixteen such studies since January 1952 


5. Dodge-documented market coverage: [odyee Reports of building 
ctivats ivailable exclusively to Architectural Record 

document the Record’s coverage of the architects and engineers re por ible 
for over 65% of all architect-designed building— residential and 


non-residential. small and larg 


6. Largest total architect and engineer circulation: Architectural Recor: 
-erves the largest audience of architects and engineers ever assembled 


hy a technical magazine 


7. Lowest cost: vou reach the largest architect and engineer audience in 
Architectural Reeord at the lowest cost per page per thousand 


You will be right with the Record in 1954. 


F.w. DODGE 


1 Architectural 
"A Record °°. 


CORPORATION 


1 Ww 
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DOWNTOWN VERSUS SUBURBAN SHOPPING 


DOWNTOWN VERSUS SUBURBAN SHOPPING 


In Columbus, Ohio, where shopping-center development is well 
advanced, the Bureau of Business Research of Ohio State Uni- 
versity interviewed a large and representative sample of con- 
sumers. Field workers, directed by C. T. Jonassen, probed to 
find what these consumers liked and disliked about both types 
of shopping areas. 


In general, the higher educational classes, higher income groups, ! 
urban background, and females indicated highest satisfaction | 
with downtown shopping than did persons of lower income, less | 
education, rural background and of the male sex. 


One of the many breakdowns is by income groups. Here SM 
summarizes by picking out 5 major likes'and dislikes for Low 
(under $2,000 income), Middle ($3,000-$3,999) and High ($7,500 
and over) income families. Figures denote percentages. 


FOR LOW | MIDDLE | HIGH AGAINST LOW | MIDDLE | HIGH 
LARGER SELECTION 52% | 41% | 67% | DIFFICULT PARKING 35% | 42% | 51% 
CHEAPER 14% | 13% | 8% = Eval 17% | 11% | 8% 
il onemeen 7% | 10% | 6% | TAKES TOO LONG 10% | 8% | -6% 
NEAR HOME 7% | 6% | 1% | STORES TOO’CROWDED 14% | 16% | 10% 
DO SEVERAL ERRANDS 14% | 12% | 5% | CONGESTED TRAFFIC 0% | 3% | 9% 
NO ADVANTAGES 7% | 9% | 7% | NO DISADVANTAGES 14% | 10% | 6% 


——_—_— 
a3 MARKET (RYoruer 
Pe | Sa 
\ . 
FOR LOW | MIDDLE | HIGH AGAINST LOW | MIDDLE | HIGH 
LACK OF LARGE , 
CLOSER TO HOME 35% | 50% | 44% SELECTION 21% 44% | 50% 
N 
EASY PARKING 17% | 12% | 25% poe sats 7% 7% | 16% 
POOR PUBLIC 
STORES LESS CROWDED 7% 8% 7% TRANSPORTATION 14% | 15% 9% 
MORE CONVENIENT HOURS 7% | 11% 8% | PRICES HIGH 17% 7% 3% 
DON’T HAVE TO DRESS UP 14% 5% 7% TOO FAR TO GO 0% 2% 1% 
NO ADVANTAGES 17% 6% | 3% NO DISADVANTAGES 35% | 19% | 15% 


PICTOGRAPH BY 
Source: “Downtown Versus Suburban Shopping,” Ohio State University, $2.00 
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l‘hey’re heading east to the frontier 
now . to Delaware Valley, U.S.A. H 
rising industry develops the world’s 
NEWEST business frontier! 


Industrial leaders earmark $3 billion 
for expansion. New workers fill thousands 
of new homes. New income rings up near! 
, , : , $5 billion yearly on retail cash registers. 
* i : 
Ever-widening frontier still open! It’s frontier 1983 stvle 
centered in busy Philadelphia 


elawale ¥. ley USE THE FIRST NEWSPAPER 
Constantly pointing the path to progress 


THE INQUIRER extends coverage over this 


: whole 3rd market in Ameri ‘ 
: It’s highest in advertising linage 
8 WORLD¢ GREATEST ; greatest in influence! 


INDUSTRIAL AREA : Get set for selling gains in Delaware Valley 
: U.S.A. For the most advertising value 
at least cost, choose the Valley’s First 

Newspaper... THE PHILADELPHIA INQUIRER 


th «The Philadelphia Mnguirer 


The Voice of Delaware Valley, U.S.A. 


Exclusive Advertising Representatives: ROBERT T. DEVLIN, JR., 342 Madison Ave., N.Y.C., Murray Hill 2-5838; EDWARD J. LYNCH, 20 N. Wacker 
Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bidg., Detroit, Woodward 5-7260. West Coast Representotives. FITZPATRICK 


& CHAMBERLIN, 155 Montgomery Street, San Francisco, Garfield 1-7946 © 1127 Wilshire Boulevard, los Angeles, Michigan 0259 


OCTOBER 
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SELL THE PRODUCT OR SELL THE BRAND? 


SELL THE PRODUCT OR SELL THE BRAND? 
—_ 


ND 


sOAP 


women are users. 


Most people use soap; so if you're a 
manufacturer in that field, you point 
y-— up the superiority of your brand. 


But if you make permanent wave sets ~ 
it may pay you to put major emphasis 
on the satisfaction from home perma- 
nents and then push your particular 
brand, since not more than 1 out of 5 


Down in Baltimore the News-Post and 
American has been studying the purchases of a 400-family 
panel for more than six months. Here’s what they find 


about use and non-use for 26 food-store products and 7 


drug items: 
SELL USE OF THE PRODUCT IF YOU MAKE: 


Users Non-Users 


| ee 59% 
31%| | 69% 
a% [| 


SOLUBLE COFFEE 


DOG FOOD 


FLOUR, PANCAKE 
AND WAFFLE 


58% 


FRUITS, FROZEN 23% E 717% 
secre 49% si 
veeetAntt 40%| 607% 
MIXES, PIE 24% & 76% 
momen 2% | 58% 

On” COOKING 28%| | 12% 
POULTRY, FROZEN 24%) | 76% 
ano wooous «38% | 64% 
DEODORANTS 46%| 54% 
LIPSTICK 20% e 80% 
WAVE SETS 7%|_| 83% 


TOOTH POWDER 


N% | | 
sovig, 51% 


Families are listed as users if a purchase was 


SHAMPOO 


made during a 60-day period. 


Source: Baltimore Consumer Buying Panel, Hearst Advertising Service 


BUT SELL YOUR BRAND IF YOU MAKE: 


CATSUP, 
CHILI SAUCE 


CEREALS, COLD 


CHEESE PRODUCTS 


CLEANSERS, 
SCOURING 


COFFEE, REGULAR 


DESSERTS, 
PACKAGED 


VEGETABLES, 
FROZEN 


PAPER, TOILET 


MARGARINE 
MIXES, CAKE 


SHORTENING 


SOAP, 
LAUNDRY BAR 


SOAP, PACKAGED 


} 
’ | 


SOAP, TOILET 


TISSUES, 
CLEANSING 


NAPKINS, 
SANITARY 


TOOTH PASTE 


Users Non-Users 
28% 
| 80% 20% 


9% 
26% 


| 75% 25% 
36% 
[ 66% 34% 
88% 12% 


| 75% 25% 
[ 50% 50% 
[ 58% 42% 
| 56% 44% 
[56% 44% 
[ran 0% 


29% 
28% 


| 89% 1% 


PICTOGRAPH BY 
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OCTOBER 15 


YOU WILL FIND MORE 
PURCHASING POWER IN THE 


ROY ,...ciry Zone 


Its industries are engaged in long term 
civilian and government production, assur- 
ing employment and placing them in an 


excellent: post-truce position. 


Its industries have an important role in the 
development of new fields and new enter- 


prises that will keep wheels rolling. 


The ‘Troy City Zone has a diversification of 
employment (200 industries) which pro- 
vides insurance against fluctuations that 
could) materially affect employment and 


buying power. 


99C° coverage of the 123,300 consumers 
in the TROY CITY ZONE is provided at 


one cost — 18 cents per line. 


Circulation: Sept. daily average, 47,020. 


THE 
NEWSPAPERS 
The Troy Record — The Times Record 


TROY, N. Y. 


Ever hear this 
‘ fish story-about the 
ig one that 


SALES MANAGEMENT 


ONCE UPON A TIME there was a fish packer with 
a problem. He could catch all the fish he needed, 
but customers were harder to come by. They 
were much, much harder to catch than fish. 

Their tastes were more refined. Taste? He 
thought about that for a moment. If taste was 
the problem, why not call in the flavor experts 
on the Ac’cent Technical Service Staff? 

He did. And because of that there’s a happy 
ending to this story. 

The device at the top of this page—an Ac’cent 
applicator—was developed after extensive 
research and laboratory tests by the Ac’cent 
Technical Staff. Engineers from Ac’cent’s 75-man 
research and development staff installed the 
machine on the production line. 

The fish packer’s problem was solved. He is 
now a leader in his field. His customers are repeat 
customers. They come back again and again for 
the flavor they like. 

Ac’cent food experts have given many proc- 
essors the help they needed with new products, 
timing devices, applicators, and a variety of 
processing problems. 

They are ready to help you, too, with their 
wealth of technical knowledge which has been 
built up by Ac’cent’s intensive research on its 
sole product—pure monosodium glutamate. 

Established in 1946, our research department 
pioneered in exploring the uses and value of this 
remarkable food product. New developments, of 
course, have been passed on to our customers, 
giving many of them a lasting competitive 
advantage. 

Ac’cent laboratories have been the origin of 
most of the authoritative information that exists 
on monosodium glutamate. As a result, no other 
manufacturer of monosodium glutamate has such 
a vast and complete store of information on the 
subject. That is one of the reasons why leaders 
in the food processing industry call on Ac’cent 
for reliable, scientific advice. 

No other manufacturer of monosodium gluta- 
mate has done as much as Ac’cent to win con- 
sumer acceptance. A few years ago Ac’cent 
‘faunched the most extensive educational cam- 


AMINO PRODUCTS 


paign ever attempted to overcome public resist- 
ance to monosodium glutamate. It was so 
successful that housewives now actually look for 
it on labels. 


Ac’cent has become a household word, a topic 
of conversation when food is discussed, and is so 
much in demand that we have had to expand our 
already large facilities at San Jose, California. 

The world’s largest producer of pure mono- 
sodium glutamate is now able to serve you better 
than ever before with the most uniform crystal 
of monosodium glutamate in the industry. Assur- 
ing quick, dependable service are our warehouse 
stocks in every key market. 

If you have a sales problem that better taste 
might help, think of the fish that pulled in cus- 
tomers...customers that came back for more. 

When you order monosodium glutamate, 
specify Ac’cent. You get so much more when 
you do. 
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THE SERVICE CISTRIBUTOR visits the super market regularly to check over the display 


racks and to pick up fill-in orders. Note the pleasing ship-shape display set-up, 
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Duta s yalning rapidly, irftiment Ss profitable to the store 

Allen Levis, president of Americ: nly 
Rack Merchandisers Institute I 
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“Rack Jobbers” 
Can Your Line 


the 


out-going trucks. 


basis in service distributor's warehouse 


What sery 


provide to the 


es does the d str bu 


market? He: 


supe 


1. Relieves the s per ni arket of 


responsibility ror irehousing 


ind reordering 


) 
| rovides d | 


bis) 


lay racks and pl: 


} 


merchandise on them. 


ill 


3. Cjuarantees the sales of 


handise. 


4. Checks display 1 
handise weekly to 
does not 


‘s merchandise which 


and installs fresh items. 
+ Develops 


tional d splay mate! al. 


ind supplies promo 


6. Dusts and cleans racks and mer 


chandise regularly. 


Perhaps the biggest job faced by 


service distributors is to convince the 


make tl 


irers to lel! 


SALES MANAGEMENT 


Seek New Wares for Supers: 
Meet Their Specifications? 


Do you make housewares items that are logical for distribution through 
the big markets? Maybe the men known as "'service distributors’ can 


help you. But you'll have to meet their requirements on packaging. 


An interview with ALLEN LEVIS ° President 
American Rack Merchandisers Institute 


THE SERVICE MAN racks up the merchandise in the market SHOPPING FOR FOOD often suggests the need for housewares 


He's a fussy housekeeper—because attractive display pays. items. Lemons may call for squeezer, potatoes for peeler. 


=¥6 


CHECKOUT MA. 7 


a * 


| _ || <a” 4 2 ‘ 2s | 
NON-FOOD ITEMS now account for 4 of sales in super markets today Besides food items 


typical shoppers basket may contain a percolator, ashtray and a dustpan 


They Serve 15,000 Super Markets 


The service distributor, a comparatively new factor on the market 
ing horizon, got his start during the early 1940's, when food mer. 
chants turned to non-foods as a source of larger profit margins. (They 


average 16% on foods, 30% on housewares.) 


Unable to add the 


personnel and background necessary to get the maximum benefits 


from a “specialty” department, 
the service distributor 


super market operators turned to 
and a new industry was born. 


Most of the service distributors who deal in housewares are mem 
bers of American Rack Merchandisers Institute of Chicago, organized 


three years ago with a membership of four companies. 


Today there 


are 37 members located throughout the United States and Canada, 
servicing more than 15,000 super markets in 48 states and north of 


the border. 


Headed by Allen Levis as president, ARMI’s purpose is to maintain 
closer working relationship between service distributors, suppliers 


and super markets 


is a reminder to the shoppe 

an item not seen on the super 
market's rack; some of 
eventually be made by other out 


these sales 


Levis believes. 
A\lthough the 
ARMII 


chandising service for its members 


the association is in no sense a buving 
group. Each member company has 
to buy its own merchandise to service 
tS parti ular 


their needs, 


offices ol 
carry on an extensive mei 


nat onal 


accounts according to 
A service distributor Way 
carry as many as 5,000 
books 

New items make up the lifeblood 
of the service distributor and the re 
tailer A concerted effort is made by 
ARAIL members to find them and to 
make them available to the super mat 
ket. When a manufacturer’s product 
is considered by the distributor, this 
is the usual chain of events: 


tems on his 


1. The manufacturer presents his 
merchandise to the service distributor. 
The service distributor knows that 
because an item has been successful in 
department stores or other outlets 
there is no assurance of its success in 
market The distributor 
selects only the merchandise he be 
lieves will sell in super markets. 


the super 


) 


After the merchandise is selected 
test market areas are set up. The 
tems are included in regular 
racks and their movement is audited 
periodically. 


store 


3. If the product is successful afte: 
several weeks of testing, it is added to 


regular stock; if not, it is discarded. 


ARMI finds 


4. If one member of 


i “hot item” in the course of market 


testing, this information is passed on 


to the full membership list. 

According to Levis, the determin 
ng tactor in the selection of house 
markets is that the 
market can only meet the demand for 
a particular product, but cannot 
create the demand. Among items cat 

ed on housewares racks today are 


wares tor supe! 


aluminum ware, brushes sponges, cut 
lery, salt and pepper shakers 
kitchen 


vacuum bottles and potholders 


ol 
glass 


ware, utensils pe olators 


Spotlight on Packaging 


\RMI 


pac kage these 


urges manutacturers to 
tems suitably for self 
service selling. In many Cases this 
nvolves a con plete revamping of the 
But, Levis adds, the pack 
ize is seen by more people in a super 
market than 
ombined. 


package. 


in all advertising media 
In order to aid the manu 
facturer with his packaging problems, 
ARMI recently prepared a manual 
titled “Product Packaging for Self 
Service.” The text presents the pack 
age requirements for the 
the service distributor 
tailer and the consumer. 


manutac 
turer, the re 
For the manufacturer, the package 
s the only salesman of his product to 
the consumer. The package, therefore 
has to achieve three ends: 


1. It should stop the customer by 
attracting attention. 
2. It should tell ¢] 


ot the item. 


3. It should close the 


i h eve 
ecessary to sell the iten 
should incorporate several features: 
It should carry 
if¢m in use. 
It should tell and ill istrate the 
essential facts about the product. 


llustrations of the 


It should incorporate multi-colored 
printing whenever possible. 

It should show the 

If it is a reusable container, 
should open and close easily. 


The price should be 


ha Tor al point. 


learly marked 


It should be strong enough to re 
sist abuse and maintain a fresh, clean 
appearance. 


It should be 


tem adequately and 


constructed to house 
present a 
appearance, 

Because of the limited space allo 
ated to non-foods in super markets 
the package must be designed to take 
up as little room as possible on the 
shelves. Furthermore, the manufac 
should remember that more 
small packages receive shelf frontage 
than do large packages. He should 
provide these features in the package: 


ture! 


1. It should be easy to stack and 
to display. 


2. It should be constructed to dis 


courage pilferage. 
3. It should house the item ade 
quately, 

4. The quality of the 
should equal product quality. 


pa kage 


Levis suggests that all manufactur 
ers rate their packaging programs on 
the following points: 

Does your package show the item 
learly ? 

Does your 


package 


poss ble 


incorporate 
llustrations whenever 
Will Vou! pa kage 


until If 


protect your 
product reaches the con 
sumer ? 

Is the quality of your package com 
mensurate with the quality of your 
product ? 


Will your package stack easily and 
display attractively : 
Is your package easy to price? 
Have vou investigated all transpar 
ent films in order to select the one 
which is best for your product? 


If your item is a multi-piece prod 
*t. are all parts secured in the pack 


ut 
ige? 

Have you incorporated 
holes wherever possible ? 


hang-up 


Do you use multi-color printing 
whenever feasible? 

Do your shipping containers open 
easily ? Do they show all pertinent in 
formation clearly? 


SALES MANAGEMENT 


for premiums and promotions 


Want to coax a car to give its own sales pitch ? 
Or sell cereal with a trip to Mars? 


The “idea” file at RCA Victor Custom Record Sales is bulging with 
exciting new sales promotion uses for records. 
Whether you are in the market for a fresh, new premium—or an extra : ” 
. re . a1 pecan 
kick in a promotion—a custom recording by RCA Victor with your ; ROCK on 
special message can be a winner. Sound sells—and a Jong list : Te or 
' JPOP S 


Of success proves it! 


But that just starts the story. Engineering experience, facilities, . A recorded trip to the moon, or 
service and price are all just as important as ideas. By all means, investigate : ' 

any of these points. You'll find RCA Victor prepared to do a : a trip to the Wild West... ora song 
complete job of unmatched quality—at a price that’s right. : should help “move” kids’ shoes, 

RCA Victor is now producing, on a custom basis, everything suits, cereals, Why not? 

from 612” Spinners to 16” transcriptions—78's, 45’s, LP’s and EP's 
too—for a blue chip list of merchandisers. Script-writing, recording, 
re-recording, processing, pressing, packaging and shipping services 
are all available. 


But /rear the story with your own ears. Send for free record that tells you 
of actual success stories about the use of records as premiums and 
promotions Mail coupon today! 


Po Mt aia Me ORO TE A em dota ges, 
a 


“STOP GAWKING,... AVE. 
( Look army UPHOLSTERY L) — 
1 


Coan 


SEA , : : A smart travel bureau which offers 
: a record of foreign phrases 


with a ticket to Europe might put 


competition out of business! 


RCA Victor Custom Record Salus Dept. 5-100 


Custom Record | °°: erties 


Rush me by return mail your free record and 
scriptive “idea” folder on the effective use 


TOON Sales of records as premium promotions 
A 
. Ah ‘ 
a, SR Radio Corporation of America RCA Victor Division 


New York Chicago Hollywood 


txks® 
OCTOBER 


the new 


Ht sensatio 
J 2 . 


“must” for every 
home owner...c new 
gift idea for friends 
and business associates 
who have almost 
everything! 


Custom-tailored, 


handsome waterproof 


Gives new protection 
new portability 


holster 


new convenience 
for drilling, sanding, buffing. 1000's of 
hobby uses at home, on cars, on boots, etc 


Give them a fistfull of power! 
EXECUTIVE KIT INCLUDES: 


200) “4° SpeedDrill with Hi-Polished castings, 
tough Exylin holster @ geared key 
operated Jacob's chuck ¢ 7 chrome van- 
adium steel bitse 4” rubber backer, 
4/2 bonnet e@ 10 sanding 
discs, and miscellaneous 


hardware 


hook on 
belt 


display 


on wall 


1 
EXECUTIVE 


“poodWay, 


Power kit and holster 


“" $49@50 
packaged 
butor 


Write Speed Way dist 
or factory fe 
GIFT BUYING 
SpeedWay Manufacturing Co. 
1820 S. 52nd Avenve 


» 50,1 


: Producers of fine portable electric power tools 
: for factory, home, and farm for over 45 years 
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In filling ship iy containers, is the nem t 


ft s to D he prod ict 
handise to facilitate se 


ny and reshippiu U 


pping a whole of ARMI leaders that open 
portion of the contents ? 


Ission about the merchandisin 
housewares is necessary 


| to assure 
Do you take advantage of ' calie 
gated liners for d splay pieces ? tinued growth of 


Desp te the 


housewares 
on protective inserts? 


Industry. 


; obv Ous 
product s sales story 


rtments 
markets, the saturation point is 
Have you considered e1 g from being reached. ARMI exy 
e molding tickets carrving a sale idditional sales to come from 

ive with every shipment ? (1.118 new s yf mat 
To provide additional service, Levis opened in 1952) ; the 


stated that ARMI plans to issue addi 1 of 1 shelf 


ore 


sp 
tional n inuals ror manutact 
J 


retaie! 


urers and n old locations. 
irers at 

sSaSa gu de to ho Isewa>»res sel] 

n ul - markets. This is only 


one step ARNIT’s attempt to pro 


merchandising. n ot 


ARATI undertook 
to encourage ; search for a new 
lose working relationsh p are a news 
lette ied “Arm 


News,” mailed 


al 


Other means ch have been en 
ployed by the gn 


Tq) ip 
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eliminate ‘rack.’ They 
known as ‘met 
» more th ibutors’ and 
ind retaile the I oht oO 
the opening re 1s what the 
ARMII i with grocery 
ir neighborhood: 
News into the 

to set up one of their good-look 


d spl iVs Of tast 
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Issions on 
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ind spe ; ' 
“aes gy iten ind replace 
seg with faster moving merchandise. 
p in ARMI was ; 
ently o ened to manufacturers 
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“I’m going to look for another job—lI'm tired this paper work” 
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NOW—/ncreased to 


MAXIMUM POWER! 
HIGHER TOWER! 


Imagine the increased effectiveness 

of WKY-TV’s weekly 115 hours of LOW BAND 
popular programming ... now 

telecasting with maximum power CHANNEL 
over Oklahoma’s ideal flat terrain 

using new 6 Bay Antenna from 

a 975 foot tower. 


FIRST IN OKLAHOMA WITH 
Before increased power 


MAXIMUM POWER IN LOW BAND VHF WKY.-TV reached 
more than 225,698 
TV homes (Sept. 1, 1953) 


Formula for Advertisers and Their Agents: 
WKY-TV’s Increased Radiated Power = 


WKY-TV’s Established Audience Leadership Owned and operated by 
The Oklahoma Publishing Co 


iM CREA SED The Caily Oklahoman 


aa Oklahoma City Times 
SELLING 26) WER! The Farmer-Stockman 
WKY-Radio. Represented by 
THE KATZ AGENCY 


8", 


above U. S. average 


FORT WAYNE 


- - - 78th in population 
among the nation’s 200 Lead- 
ing Cities—BUT - - - 19th in 
E.B.1, Per Capita! 

- +--+ E.B.1. Per Capita: 
($2,043) 38% higher than U.S. 
average! 


- - « Retail Sales Per 
Family: ($4.957) 38% higher 
then U.S. average! 


(Sales Management) 


- « + It's Indiana's GOLDEN 
ZONE Market! 


* 
GOLDEN 


PHE NEWS-SENTINEL 


THE JOURNAL-GAZETTE 


Fort Wayne, Indiana 


Johnson Publishing Co., Inc. 
1820 South Michigan Avenue, Chicago, Ill. 
New York Office: 55 West 42nd Street 
Los Angeles Office: 1127 Wilshire Blvd. 


Dick Tracy? Nope 
Salesman on Radio Call 


“Two-nine-eight, call your office. 
Two-nine-nine, stop at Gray & Rog- 
ers.” These are typical radio calls 
picked up by service salesmen for 
Typograph Service Inc. Ph ladel- 
phia. 

Typographic Service, one of the 
nation’s large type houses, uses Page 
tte Communications service to route 
salesmen. This service provides small 
short-wave radios between Typo’s 
three salesmen and Fred C. LaWall, 
vice president for sales. 

Calls are recorded on tape and _ re- 
peated every minute for an hour. A 
salesman has to listen to his pocket 
radio once an hour to pick up mes 
sages for his code number. 

lor Typo’s salesmen, the tiny ra 
dios are as much a part of them as are 
their billfolds. They save time, elim 
nate stress and permit salesmen te 
make more calls. 

Before installing Page-Ette, the 
company required salesmen to call in 
to the office at least once an hou 
Before leaving the office, each had to 
notify the telephone operator where 
he would be at specific times. Sales 
men at present do not have to call in 
unless they rece ve a radio message to 
do so, and the telephone operato! 
never has difficulty in tracing a sales 
man. A telephone call toa Page Erte 
dispatcher has a message on the ait 
within seconds. 

Salesmen can make between 10 and 
15 calls a day because thev never 
retrace steps. LaWall can assign calls 
via radio and keep constant check on 
his men. When one salesman has 
more calls than he can handle, a leap 
frog system is instituted. Other sales 
men pick up his calls and notify the 
radio dispatcher to take these calls 
off the air 


On 15-Minute Call 


No matter where a salesman miay 
be, a ustomer can always get in 
touch with him’ within” minutes. 
Salesmen have developed the habit 
of listening to their radios every 15 
or 20 minutes. When attending pro 
tracted conferences with clients the 
never have to worry about important 
messages being missed. They merel\ 
listen to their five-inch radiés, which 
operate within 25 miles. 

While Typo salesmen find the 
communications system most satista 
tory, most salesmen have dithculty in 
using it. ‘“They don’t take time to 
learn how to use it,” says Raleigh 
C. Dougherty, Page-Ette’s vice-pres 


Fred C. LaWall, v-p sales, Typo- 
graphic Service, Inc., directs his 
sales force via Page-Ette 


dent, sales. ‘““They become annoyed at 
having a slightly bulging pocket; they 
keep forgetting to take the radio along 
on calls or to listen to it; and become 
disgusted with it before they learn to 
ippreciate if. 

“We try to unsell sales organiza- 
tions that ask for our service,” says 
Dougherty, “We're limited in the 
number of clients we can handle 
about 300—and prefer to sign 
business executives, doctors and ser 
ce companies that learn how to use 
the radios and don’t cancel because 
they can’t get used to carrying them.” 

Ktadio message service saves money 
for Typographic. LaWall reports a 
substantial drop in telephone bills. 
Four radio sets and service cost the 
company $42 a month. This allows 
for 250 three-second messages month- 
ly. “We pay extra for additional 
MesSsaves, and are glad to,” he says. 
k-ach message means business.”’ 

FCC has allotted two wavelengths 
for this radio communications service 
n each city. Today, only one wave- 
length has been licensed in approxi- 
mately 10 cities, including Cleveland, 
Cincinnati, Minneapolis, St. Louis 
and Philadelphia. Service will open 
shortly in Chicago, Detroit, Pitts- 
burgh and Buffalo. 

Page-Ette manufactures its own 
equipment and sells receivers to li- 
censees in cities in which it does not 
operace. Within several years, the 
ompany’s clients in one city may 
travel to another city and_ receive 
messages from the latter. A working 
agreement between licensees is ex- 
pected so that no matter who services 
a city, message service will be avail- 
able to every radio-message-service 


lient in transit. 
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PERFORMS 
MIRACLES 
WITH FOODS 
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* Guaranteed by * 

Good Housekeeping bs 
eam cru 


eds 
Here’s the UNUSUAL GIFT. One you'll not find in stores sir 
Saladmaster is nationally advertised in Life, Fortune, Good ® $ 
Housekeeping, Coronet, Esquire, House Beautiful, and many ering 
others. Acclaimed internationally as the GIFT OF LASTING UTILITY. UNCON S 
DITIONALLY GUARANTEED FOR 10 YEARS Completely Chrome plated, 7 
stain proof, acid proof and rust proof. Easy enough for a child to use OVER 200 
SUBSTANTIAL DISCOUNTS ON QUANTITY ORDERS OTHER USES 


. 
NOT SOLD Got SA eR We ee RE OTS Ge Se Rt A ee ee gem 
iN STORES Saladmaster Sales, Inc 


131-SM Howell Street 
Complete with 5 mirror-like cutting cones, Dallas, Texas 
beautiful full color instruction and recipe 
booklet $29.95, plus sales tax, if any Please rush me quantity discount prices 
Higher outside United States Postage Please ship Salodmaster 
paid if check sent with order Check Money Order 
NAME 


RUSH ORDERS ai 
FOR CHRISTMAS ADDRESS 
DELIVERY cary 


OCTOBER 15 1953 


THE WILDCATS OF ANZOATEGUI are boosting CASTER, CAMBER AND TOE-IN puzzle engineers 


Venezuela's oil production. South Dakota discovers 


who plan the tilt of wheels on today’s cars They 
oil in the lower Paleozoic. More is bubbling up in 


puzzle repair men, too. A service manager's job 1s 
tough and technical. Chrysler's putting in disc brakes 


GM plans a gas turbine. Power steering’s coming 


the bayous of the gulf coast. Anglo-lranian’s build- 
ing a big refinery in Aden, to make up for Abadan 


Add to such world news (and a watchdog eye on big in 54. Curing the ailments of cars takes a lot of 


Washington) a study of the corrosivity of crude oils keeping up and a lot of modern equipment. The 


or the design of an electronic well, and you've specialized automotive magazines report what's pop- 


ping and how to cope with it. They get concentrated 


reading throughout the automotive service industry 


sampled the lush flow of facts that keeps gas and oil 
men wildcatting their business papers. When they 


find a bonanza, so do the advertisers . and that makes them sell hard, too. 


From Mischa and Jascha 


In planning your busine paper 
campaign, you'll tind practical help 
ert ie Ab weenie eo rom tankers to typewriters, steel to supermarkets, each 

business has its specialized business papers, to give busy 
— eae people meaty stuff—fast. The concentrated, close-to-the- 
a report on who's spending field editing of the business press pulls together a concen- 


how muel $2.00 


trated audience, all prospects. Like a well-stocked one-stop 
THE MAN IN THE MIDDLE shopping center, the editorial and ad pages are full of facts 


a series ont NV to adve 


that supply urgent wants. But they’re more than a place: 
they're a force. Together, they make people buy more of 


A SURVEY OF DEALERS whatever you have to sell 


vhat deale Vant to kn 


A COSMIC TOOL 


how to use busine 


paper 
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Perse iesiehans 
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WHAT DO ELECTRONIC BRAINS NEED? New 


“JASCHA FIDDLES, MISCHA BURNS” says the 
materia ke te c and phosnic; old ones like mag of the biz when Elman balks at airing a tune 
and the nets put Heifetz (on a platter) in his time 

territ temy ratures spot News nthe amusement nd stry 
Britain now ‘‘pastes S ot yy fall fortunes hang on a good 
out a rivet. New rocket pre or a good guess. The specialized business 
vut corroding. Designers paper of theatre and screen, radio and TV, circus 


everything from home 


and diskery, puts powerful authority behind a vast 


They s ut mi 


s urgently popularity ratings to bolster better | 


Jus y, with fast reporting, potent opinion, and 
uying. It’s read 
and quoted and shopped. And it sells the 


Ss, aS nothing else can 


to the wildcats of Anzoategui 


-all hu 7neSS 18 specialized! 


Most advertisers agree on this point: advertising value stems 


from editorial value. But, how can you tell a well-edited business paper? 
You can research deeply, to find out how thoroughly it’s read and used. 
Or you can put it up to the readers to tell you... by the persistence with 
which they buy and pay for it. Paid circulations, ABC-audited, are a 
good measure of good editing ... and good advertising value. 

All ABP members are members of ABC, too. Fact is, 2.3 million sub- 
scribers pay over $9,200,000 a year to read ‘em. What’s more, all ABP 
papers are active in the Association’s study of better and better editing 
techniques ... everlastingly exploring for new ideas, well aware that 
abler editing does a double job: it attracts more readers, develops more 
reading — and more buying. 


THE ASSOCIATED BUSINESS PUBLICATIONS 


Founded 1906 
205 East 42nd Street, New York 17, N.Y. MUrray Hill 6-4980 
OCTOBER 15, 1953 


Why Sausage Is Now Featured 
On So Many Employe Cafeteria Menus 


a meal in itself. 
HEARTY POTATO SoYp 
with SALAMI 


Transparent Package Co., makers of sausage casings, is 


counting some pleasing returns from a promotion built 


e il . uw . 
around a whopping ‘sausage service manual." In stimulat- 


ing interest in their customers’ wares, they hike own sales. 


you thought about sausage 


Probably not, and in plant teed ny 


emplo e cateteria) people hadn't 


the until recent months 


when 

imsparent Package Co., Chicago 

if to put sausage back n ts 
righttul place on the serving 


Although food 


that sausage and sausage dishes had 


counter 
managers admitted 
been neglected tor years,” they i 

knowledged the fact that many em 
ploves who ate in the cafeteria 
brought their own sausage sandwiches 
bags, then bought soup, salad 
out thei: 


In paper 


ol beve rage to round 
lunches. 

Transparent Package Co. (‘Tee 
Pak’), a major 


tor cold meats, had more t 


manufacture! t 


han 


casual interest in promoting the 


more than 200 varieties of sausages. 
Ihe more sausage their meat packet 


86 


isftomers could sell to ndustr : 
nstitutional cateterias, the 


wo ld be the ! 


i materials. 


requirements 


\s Seymour Oppenheime: pres 
lent, puts it: ““Any sausage promotion 
ind advertising is bound to benefit all 
parties concerned with its manufa 
ture, packaging and merchandising. It 
we could succeed in interesting cafe 
teria managers to put sausage and 
Sausage dishes back on their menus 
as they had been for years, we be 
lieved that our initial objective would 
be accomplished.” 

According to Oppenheimer, Ame 
is consume only one-half the sau 
capita of Europeans, probably 
availab lity ot 
tresh meat and better storage facil 
ties. Tee-Pak cast around tor an idea 


on how to be more effective 


sage per 


beca isc. Oot yreatel 


nN mel 


chandising sausage. “Concentration of 


An interview with 


SEYMOUR OPPENHEIMER 
President 
Transparent Package Co. 


STREAMERS? They move merchandise in 
food markets. So E. E. Ellies, Transparent's 
vice-president and director of sales, puts 
them on the job selling sausages at in-plant 
and institutional cafeterias. 


teeding within industrial plants 
seemed logical the more we examined 
it,” Oppenheimer said, “and we saw 
potential customers in that group of 
people who brought their own lunch 
n bags. If inexpensive sausage sand 
wiches and casseroles were available 
to them, we felt certain they would 
buy the main portion of their lunch 
nstead of bringing it from home.” 

This sounded simple. But how was 
the company to present the ‘‘case for 
sausages” to cafeteria managers? A 
sales department team under F. EF. 
Ellies, vice-president and director of 
sales for Tee-Pak, came up with the 
answer: a sausage manual entitled 
“New Ideas for Efficient In-Plant 
Keeding,”’ a guide designed to im 
prove employe morale by the serving 
of more tasty, attractive dishes in em 
plove cateterias. 

“This is by no means a cookbook,” 
Oppenheimer emphasizes. “It is a 
true service manual in the broad 
sense. It represents months of re 
search into the ready-to-use meat field. 
extensive menu and recipe formulas 
were developed in our company’s cate 
teria by a home economist, Jean Mai 
Dougall Page. All the recipes in the 
book were tested for nutritional value 
and taste appeal.” 
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1% MILLION 
people— 

—of all ages— 

are influenced 

by 

The Detroit Times 
—everyday— 


What 


advertising influence 


in favor 
of your product 
are you exerting 
on these 


1% MILLION 
Detroit Times people ? 


The Detroit Times “HALF” of the Detroit Market 
Is Just as Important as the “Other Half” 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE 


OCTOBER #5, 19583 


—— 
a sold 


THREE DOLLARS A THROW and worth it. Color photos sell menus—and sausages—in 


Transparent s book 


| he book “ 


piece with 


ellent inted 
fy pape Of FEN. 3 ill olo 
When it was 
mailed last March it was recognized 
packers as a definite contribution 
the food field Phe book was sent 


more than 


photos and charts 


+000) con panies that 
untain employe cateterias, as well 

public restaurants and cate 
rias, hotels, hospitals and = schools 
’roduction costs were more than 33 


lee Pak believes that 


the rene wed interest in Sausave on the 


per copy, but 


part of cateteria managers justifies the 
ost 
| llies team 


elations 


plus ts outside publi 
\llardice 
worked to make the book as interest 


ng as possible ; 


counsel Peggy 


it was their intention 


o send it to top executives in con 


panies and institutions, rather than 
directly to cafeteria managers. They 


believed that f the big boss” were 


New Ideas for Efficient In-Plant Feedina.” 


Book went to 3,000 firms. 


nterested enough in the book, he 
would send it down along the line to 
the cafeteria Manager, 
toss if in his desk drawer. 
ilso bel eved that if the workers were 
ved tasty, nutritious sausage meals 
n plant cafeterias, they would like 
them served in their homes too. 
Phe enamel-covered book contains 
a brief history of the development of 
sausage, instructions on pre-prepara 
tion and post-preparation storage ; 
pointers on quality, production and 
cost controls of in-plant feeding oper 


¢ 


ations; suggestions tor merchandis‘ng 
displays, and complete menus for hot 
and cold meals. 

Ingredients of 14 different types 
listed n 
“with the usual methods 


ot popular Sausages are 


“New Ideas 


of processing It is pointed out that 
the nutritive value of sausage is equal 


to the meats and spices whi h vo into 


ng rooms wastet ibn 
avoided. because LO0C, 
hased can be serve 
bon ny, cutting and 
its of 
The 
nonorony Ss not 
MoUs W th low 
that pre prepared mea 
n-three different ways: 
tion with other food 
p oducts egetables 
extende s tor more 
meat; as rej lacements for 
ot higher p ice meagfs, 
Also published by Tee-Pak, for dis 
ition with the book, was “New 
n Wrapping,’ a pamphlet on 
prope) 


1 
hes 


wrapping of cold) sand 


"New Ideas" at Work 


When it was first p tblished New 
Ideas” Was ent by Tee Pak t 
selected list of meat pa kers 
tion to its own customers. The larg 
equest the company has had was 
yo! meat pa ket who 

} 


212 copies for his salesmen 


wanted 


The men use the book te 


institutional customers in the possi 


nterest 


bilities of sausage use. 

Tee Pak’s list of re pients of 
book has more than doubled since the 
original ma ling a tew months ago. 
Oppenheimer estimates that 700° to 
S00 salesmen for meat packers now 


carrv “New 


selling tool and 


Ideas” th them as a 


cost them a 
penny. 

The original mailing of books to 
pa k nghouse executives did not draw 
results. “The company’s salesmen fol 
lowed up the mail ng to bring the 
ic personnel within 
the pa ker’s organization. Tee Pak’s 


salesmen then secured from the pack 


manual to specific 


ers a list of their meat customers who 
would be interested in mass feeding 
and more books were mailed to people 
on these lists. 

Tee-Pak’s idea for sausage promo 
tion “jelled”’ 
summer 
largest packers made ready-to-use 
meats and Tee Pak’s book the focal 


point 


at the beginning of the 
season. One ot Chicago's 


of its September sales can 
paign 

Another large packer, in a meeting 
ot 35 kev men in its organization, tea 
tured Tee-Pak’s manual and demon 
strated how the book should be used 
as a selling tool. 
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than any 
other 
medium in 
the Oregon 
Market! 


More women use The 
Oregonian to prepare 
shopping lists than any 
other Portland medium, 
according to an indepen 
dent shopping habits sur 
vey of grocery customers 
made by Reed College 
Write The Oregonian for 


your survey copy today 


“es eeee eee eee ee ee ce 


Retail Advertising 
General Advertising 
Classified Advertising 


the © i 
the Uregonian 
Portland City Zone PORTLAND, OREGON 
City & Retail BOTH DAILY 

Trading Zones ano SUNDAY 


Total Oregon Market 


Largest Circulation in the Pacific Northwest 


REPRESENTED NATIONALLY BY MOLONEY, REGaN & SCHMITT, INC, 


OCTOBER 


90 


‘I always read the food a@ 
When you shop every day for 
an armful of bundles like this, 
you like to know you’ re spend- 
ing your money right. 


“That doesn’t mean we're 
cutting corners. Bob and I are 
doing fine. A growing family, 
our own home...all the things 
that make life nice. We live 
like most folks in Roanoke.” 


And most folks in Roanoke 
live well! That's one reason 
why Roanoke isan IDEAL 
test market for your food 
advertising. It offers you the 
kind of families you want to 
sell to. And it offers you a plan* 
to make your selling 
more effective. 


The Roanoke Market Development Pian is a mer 
chandising idea which secures maximum local 
tie-in support for your advertising. Directed to 
the food stores and wholesalers who make more 
than 70% of the sales in 

this compact, 16-county 

trading area, the Roa 

noke Plan works for you 

and in advance of 

you! The new 36-page 

book Portrait of a 

Newspaper Morket"’, tells 

the whole st»ry. For your 

FREE copy, write Sawyer, 

Ferguson, Walker Co., 

60 East 42nd St..N.Y.17 


TIMES AND WORLD-NEWS 
ROANOKE + VIRGINIA an 


\.. AWARD CITY 
Sawyer. Ferguson + Walker Co. “ — 
\ 


National Representatives 


SLICE IT and sell more. Transparent's sausage case is calibrated. Now the retailer can 


quickly make 12 or 20 slices per chunk. The customer likes the idea, too, of even slices. 


In conjunction the distribu 
tion of “New Ideas for Efficient In 
Plant Feeding,” “‘Tee-Pak announced 
a contest for managers of in-plant and 
institutional cafeter 
U5, 
five-month 


as thro igho it the 
and Canada, which 

The company 
awarded monthly prizes of $100 and 
$50 bonds for the best 
efforts on sausage dishes. 
could 


merchandise from a special section of 


pel od. 


merchandising 
Cafeteria 
personnel select favorites to 
48 sausage rec pes. 

\ set of four sainple 
streamers 


poste S and 
dishes 
companies with con 
plete entry blanks and rules. 

One of the first prize-winners in 
Tee-Pak’s “How Did You Do It?” 
contest was William McFadden 
plant restaurant manager for Wilson 
& Co., Inc. A second prize 
Mrs. G. E. Valencia, 
ger at the Chevrolet 
Van Nuys, Cal. 

MecFadden’s promotion of “Hearty 
Potato Soup” 
Wilson’s feeding depots, won him a 
$100 U.S. bond. The day 
before serving the soup, a sign was 
displayed in the cafeteria which an 
ngunced: “Something New Is Con 
ing!” On the day of the promotion, 
an attractive display of 


promot ny 


Sausage 


were sent to all 


went to 
cafeteria mana 


Assembly Plant, 


Ww th salami mn one ot 


savings 


the soup s 
ingredients (onions, potatoes and cot 
to salami) were fashioned in 
wooden salad bowl near the serving 
The sign above the display 
read, “Hearty Potato 
Salami.” 

The soup was so 


McFadden reported: 


counter. 
Soup with 


successful that 


“Although the 


promotion was car ed on in a hot 
day, three 
amount of soup was sold. 


usual 


We also 


ove! times the 
had many requests for the recipe. 

“Like cafeteria managers,” 
Oppenheimer says, “he had not real 
ized how ready-to-use meats can help 
n menu planning by reducing labor 
costs and contributing to. better 


many 


meals,” 

Mrs. Valencia backs up that state- 
ment with this comment about ‘Tee 
Pak’s book: ‘‘We who are in the in 
dustrial field endorse your 
varied and wholesome recipes. I have 
personally added many new 
ers because of such menus.” 

Transparent Package Company’s 
sausage promotion, which uses as its 
base the ‘‘New Ideas” book, has snow- 
balled to the extent that it has created 
a demand tor book at con- 
Publication of such a 
n the future, Oppenheimer 
but it probably will be pub- 


catering 


custom- 


as milat 
sumer level. 
book is 
Sayvs 
| shed. 
What 
tomers, the 
than that? 


could make ‘Tee Pak’s cus- 


meat packers, happier 


\ 
About Tee-Pak 
Twenty years ago Transparent 
Package limited itself to extrusion 
of cellulose film. Its first finished 
product was for large sausages. 
Tcday the company has a long 
‘ line of products, including one 
\ for the butcher to package his ( 


own sausage. ) 


Fe Oe 
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Mrs. Elvin Stuart, Polk County, Ia.... 
with a family of five now can slick up 
kitchen in less than twenty minutes 
after a meal ...and needs to turn on 
the dishwasher only once or twice a day. 


ishpan’ Ss gone for good” 


fetual homemakers inoreatl farn 


/, itchens v 


ive their reasons for buying 


dishwashers in the (i tober issue of 


SUCCESSFUL FARMING. 


Phe article is a reader service...but 
gain emphasizes the market 
the country’s best farm familie 
today buy. style, 


more tree time, 


among 


who 
appeal mee, 
comfort, and 
convenence...nmew furniture 7, 
ind furnishings, more attractive Li 
decor and all the appliances *. { == 
Phirteen years of pe tk prosperity = 
ivegiven money and means. eles 
indards to pat nad 
se ofthe best suburb 


Pie best medium for a wehing 


the best farm families is SUCCESSFUL 


hARMING... concentrating « 
Copies of its 


the be 


wht of ten 
farm circulation among 


t farm families whe 


»vel GBe ol 


the national farm dollars. Phe average 


cash income of the SE subseriber is 
of S10,000 annually O4% 


higher thar the 
In this choiee market, t 


coverage, and general media are nota 


mb excess 
US farm average. 


V gives thin 


ubstitute for SUCCESSFUL FARMING... 
deep penetration and high 
readership, and influence based 

on over filty years of service. 
National advertiser 


hbalanee national 


- need SI to 
schedules and 
at lower costs kor 
ts,ask the nearest SF offices 


vet more sale 


full fac 


Vereprrn Posuisning Company 
Des Moine and New York, Chicago 
Cleveland, Detroit, San 
Atlanta, Leos Angele 


I Panecisca 


Let us introduc 


VOU Product 


Everyone a prospect...everyone 


living in States served by 
AMERICAN AIRLINES AIRFREIGHT 


THINK OF IT! One hundred and fifteen million 
people*. .. about two-thirds of the entire popula- 
tion of the United States... live in areas served by 
American. Translated in terms of retail markets, 
this figure becomes even more impressive. 

It means seventy-seven key cities—or 2 out of every 
3 of the top thirty retail markets—can be reached in 
hours when you ship your wares American Airfreight. 

That’s why American can match your sales ter- 
ritories better than any other air carrier. And serve 
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to Il (00 (00 People! 


jit 


OFTROIT 
” 


PROVIDENCE 
w Mel iks 
iw Yorn MARTRORO 


Pre ADELPHIA 
RAL MORE 


them better, too! For, in addition to more experience 
and superior facilities, American offers next day 
deliveries on coast-to-coast shipments, thanks to 


DC-6A Airfreighters— newest, largest, fastest Cargo 
carriers in commercial aviation today! 


For the complete story, wire collect to American 


Airlines, Cargo Sales Division, 100 Park Avenue, 
New York 17, New York A/RLINE INC, 


‘Sales Management Survey of Buying Power ay °53 Co 1 me r1iCas Leading Alirline 
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B3 RocKWAY GLASS 


COMPANY in Cc 


CUSTOMERS WANT packaging results. ‘Here's how we produce it,” says Brockway. 


One Theme for 6 Markets 


It has been so successful that it is now being used in 20 
publications instead of the initial 15. The theme: the 


"Brockway organization is at your beck and call... 


Lhere were ongratulations sore ; Quaid mecoul CVECUTIVE Smith 
and Paylor and Jenkins Advertising 
Pittsburgh, realized that the: 


new Brow kw iy ( il {ss advert Sing can al ) ‘Th On the I hands. 


sual remarks in the industry 


even a few letters to indicate that the \gencs 


paign had tirred up quite a bit ol \ i solut on for Six 
cl neher though Wis 
the | rst Ad ertising Avency (sroup the olass containel firm s made 
convention in Seattle, \\ ish., whic h \ IX” divisions ea h ot which 
awarded the Brockway CGilass Co serves a different type of 
The p oblen ot course, was to de 


interest. The since the Sales | Jepartment 


istomer. 

Pa.,two first prizes for its advertising 
Early in the a campaign which would appeal 

B ockway Glass Company's 1953 ad to all otf the 

hey re druggists, brewers 


bottlers , ind, at the same 


conterences on the vise 
companys) customers 
vertising campaign, Advertising Man whether t 


ager Fred J. Hutchison and Robert ol 


94 


time, to give continuity to the series 
which would make each Brockway 
Glass advertisement easily 
nizable. 

Top management of the company, 
in later 
the campaign include as an important 
factor the cooperative, friendly spirit 


recog- 
conferences, suggested that 


»f the company and the willingness of 
ts personnel to assist in the solution 
of any packaging problem. Typical of 
the advertising copy used is “... the 
friend] ooperative Brockway on 
ganization is at your beck and call at 
any hour of the day or night to help 
with any packaging problem.’ 

Vice-President Charles  Chintala 
also pointed out that, ‘““The glass bot 
tle, a fundamental, every-day article, 
is desperately in need of glamorizing 
or stvling in its advertising. We must 
find a way to produce that effect and, 
by means of the advertisement itself, 
to convey the impression of prestige 
and leadership for our product.” 

The final result was a series which 
had a basic format which could be 
idapted with variations to anv of the 
six sales divisions. It had excellent 
artwork in three colors; and copy 
which, in each instance, kept before 
the reader the fact that Brockwa' 
Glass is a friendly and helpful o 
ganization. 

The first of 14 advertisements ap 
peared in the December 1952 issues 
of 15 mag the out 


zines. Because of 
standing success of the series and the 
belief that it was an important fa 

n the vear’s substantial 
sales the firm, with annual sales ex 
ceeding $20 million and ranking sixth 
n the olass container industry, is now 
planning to augment the series with 
10 more ads and five additional busi 
ness publ cations for the con ng can 

paign. Business papers now being 
ised cover the drug, pharmaceutical, 
food. beverage, beer, liquor and gen 

eral packaging fields. 

Glenn A. Mengle, Brockway Pres 
ident, says the campaign helps to 
establish Brockway Glass as an im- 
portant manufacturer of glass con 
tainers, thus fostering customer ac- 
ceptance and preference. 

Another advertisement features a 
catsup bottle and bright red tomatoes. 
The catch phrase, “Seeing Is Be- 
lieving,” fits in with the theme of 
the glass container industry, “See 
What You Buy Buy in Glass.” 
Following the same theme is a bever- 
age advertisement which advises, 
“The Evye-View Is the Buv-View.” 

Brockway distributes an advertis 
ing manual to salesmen in its 24 sales 
offices. The manual includes reprints 
of the advertisements and schedules 
telling when and in what publications 
they will appear. Recent direct mail 

‘ces are also included in the folder 
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pl AZ b. 
EXPRESS , > 


What Happens to Profit Signage 


proht ? The “quation is. stt 


When We Shift Outlets? ie say sales rue 


us prot resul 


Va ible Cost 
on Plant \ 
executive in a multiplant company. This article demon- To? a 


Accounting data may help or seriously handicap the sales 


ts 


B Current Sales 


strates an easy way to forecast profits in an integrated plant. 


Variable Selling I-xpense ot 


Current Sales 


BY WILSON T. SENEY Total Dollars of } 
McKinsey & Co., Management Consultants Plant A 


Total Dollars “dd Cost 
Plant B 
: ; , = 
mul plan hen company plant ~aahaihe turing a Purn to Total Dollars of Fixed Selling and 
nts a complicated Kk ine page 98 for the table \isleading eS nen Plant A 
¢. In some plants it may pt Market Position,” and the compara scan chins Adaaaliel dad 
lucts which are used ; tive table. ““True Market Position.” Total Dollars of Fixed Selling and 
n its other plants yer ‘The sales manager wanted to with (jeneral Expense of Plant B 
t diversified prod line ! ! » acid market until — . 
be sold by separate ile rices firme 1 it least to the point Potal Dollars of Operating Profit 


) 
| 
differing channels o , 1" recover manufact Required. 


g and selling costs However, he The 


variable costs are stated 
" 
knew that he would lose money if he 


ratios to current sales; the fixed 
and the operating profit are state 
without any oftsetting action. It was total dollars. 


obvious that the easiest iltern 


dropped the outside acid business 


iting in the equation 
sh lh esr would be to increase sales o proper figures tre the income 
sion and by prod spray. ‘The question was: How mucl 
on protits by ware nerease in bug spray business would 
eports on delivery de 7 ured to oftset the loss of ¢ 


warehouse locations sid id business ? 


ful 
on which No Easy Answer 
An actual 
ie Neither the sales manage no h s 
abl issociates found an easy answet 
W h le thes were look ne tor an an 
swer they continued to sell icid on the 
outside | ventually, they learned 
Flow Pattern what they should have done, but by Proof: 
then t was too late to change Sales Income 
planned operations, and = an oppor 1 
owed through Various tunity to improve profits that yeat “Variable Manufact 
had been lost by default. lransfer Product 


y| mt tow irehouse to imtomer It would have been easy” te earn Other 


om plant to plant, and 


inagvgement to a large extent the answet me to take actior Variable 
, ’ ' 
he tundamental the company’s wure had been yrop 


; ; Margin 


profit { ! I doin advance ind if. the 


roportion > I ist on the basis of the Less 

fio Fixed Manufactur 

know-how Fixed Selling and 
General pense 


Ph 
»h 19 
1 have enabled the sales mar 
o drop outside acid 
monetary loss. And 
pray sales would 
at the 
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- G vemasy 


This is his is 
interest 


She 
AMERICANWEE KLY 


creates 


Wearing apparel—one of America’s basic 
enthusiasms — was the subject of 38.585 editorial 
lines in The American Weekly. last year 
, . more than double the fashion lineage 
Gnthusieam is interest presented by any other Sunday magazine. 


raised to the buying pitch! 


The American Weekly, 63 Vesey Street, New York 7, N. Y. 


EXECUTIVE roll-around 
WHITEBOARD EASEL 


This deluxe and ultra modern Whiteboard has 
both for use with the large pape es 
charts of every type. All aluminum and 
mounted on ball bearing casters. This great 
Executive Ease| will grace the finest conference 


room, Write, wire or phone for literature to 


ORAVISUAL CO. Ine. sissies cun 


Gift for 
Every 
Executive 


Fancy Smoked 
TURKEYS 


gift of distinction that 
will truly flamer the recipient. Premium 
quality birds (U. S. Grade A table- 
ready), carefully dressed, then smoked 
with a rare, delicious flavor, are gifts 
of thoughtfulness for every holiday. 

Each plump, broad-breasted turkey 
(goose or capon) ts slowly processed 
under exacting controls to insure juicy 
pertec uon of flavor. No « ooking neces- 
sary. Each bird shipped in re-usable 
polyethylene bag, dry-iced to insure 
arrival in frozen condition 

Attractively gift-wrapped, gift card 
enclosed. Shipped prepaid anywhere 
in the U. S. Send us your gift list, we 
will ship direct. Arrival in perfect con- 
dition guaranteed anywhere within 
Railway Express delivery limits. 


Give a one 


CUSTOM FOOD PRODUCTS, INC 

N. WESTERN AVE., CHICAGO 12, 
will need 

le turkeys of Ibs 
9.15 Ibs. Price $1.75 Ib 
whole geese of Ibs 
ea, av. wt. 67 Ibs Price $1.85 Ib 
Smoked whole capons of Ibs 


eo, av. wt 4 Ibs. Price $1.75 Ib 


Smoked whe 
eo av. wt 
Smoked 


Your 
Name of Firm 


Address 


Name 


Acid 

Sold 
Sales Income $100 
Less: 


Cost of Goods Sold 95 


Gross Profit 5 
Less: 
Selling and General 
Expense 15 


nn Profit (Loss) $(10) 


‘Pinte! ant transfers e 


Acid 
Sold 


Sales Income $100 
Less: 
Variable Manufactur- 
ing Cost 
Transfer Product — 
Other 70 
Variable SellingExpense 10 
Marginal Return 20 
Less: 
Fixed Manufacturing 
Cost 
Fixed Selling and Gen- 


eral Expense 5 


25 


Operating Profit (Loss) $(10) 


Misleading Market Position 


iminated from consolidated totals. 


True Market Position 


*Interplant transfers eliminated from consolidated totals 


Plant B 
Total 
Both 

Plants* 


$400 


Piant A 


Acid 
Transfer* 


$100 


Bug 
Spray 


$300 


20 


$(10) 


Plant A Piant B 
Total 
Both 

Plants* 


$400 


Acid 


Transfer* 


$100 


Bug 
Spray 


$300 


50 


10 


$(10) 


10 


$ 70 


$ 0 


beygnd the immediate dollars 
cents picture. 
However, it is 
know what the 
cents picture IS. 
vantageous tor 
know the 


what to 


am 
good 


Certainly, it is ad 
the sales manager t 
and 
do. It is 


tacts, 
not 


1 


business to 
immediate dollars and 


) 


then to decide 
wise to be 


caught, as the chemical company was, 


where 
and 


situation 
tacts 


in a 


terpret resulting inert 


inability to in- 
a 


make the decisions sales man- 
ager. 

This means that accounting figures 
are the sales manager’s concern. If he 
is satisfied that he can get the an- 
swers from the existing figure system, 
he is fortunate. If he is not satisfied 
he cannot afford to let the figures go 
by default, because the responsibility 
for decisions based on those figures 
rests with him. 
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m 


— arceia’ 


® w“ 


wORGE ae Apt Hae 
] OLUMBIA SE —ponnitt 


we 
 * 
me | 
" > UAMILTORo* 
4 owes” 


for appliance—radio—tv—housewares 
sales and advertising executives 


This book points up some of the problems one of your 
most important sales groups is now facing — your dis- 
tributor salesmen and factory representatives. It gives 
summaries of six recent surveys showing how business is 
divided among three classes of appliance-radio-TV 
dealers. It shows how you can reach the three important 
sales groups in the distribution selling chain. And, of 


course, it tells Electrical Dealer Magazine's story. 
In view of current competitive conditions, we believe 
you will find this book helpful in your sales and adver- 
tising planning. For your copy, just contact our nearest 
sales office. The Haywood Publishing Company, 22 
East Huron St., Chicago 11, Illinois. 


j 


ji—_— 
Live / Gen Cog 


THE APPLIANCE-RADIO-TV SALESMAGAZINE v 


SALES OFFICES: Cuicaco 11, New York 17, 
22 East Huron St 101 Park Ave 


CLEVELAND 15, WEST COAST 


WHitehall 4-0868 MUrray Hill 3-0256 1836 Euclid Ave. McDonald-Thompson 


Walter J. Stevens J. H. Thomson 
Orrin A. Eames William G. Dunn 


OCTOBER 15, 1953 


PRospect 1-0505 San Francisco Seatth 
John E. MacArthur Los Angeles Dalla 


Where do you get facts 


from RUMOR 


In Baltimore 
(America’s *1 Test Market) 
You Can Get It First Hand 
through the NEWS-POST’s 


Consumer Buying Panel! 


about YOUR product? 


CONSUMER? 


By advertising your brands in the Baltimore 
News-Post, you can test with profit, in a big- 
city market with a volume sales potential. And 
at no extra cost you'll get fast, reliable facts 
about your product’s competitive standing 
through the News-Post’s Consumer Panel . . . 
data that will help you solve your sales prob- 
lems in other markets too. 


What Is The News-Post Consumer Panel? 


100 housewives from 400 typical Baltimore 
families make up the News-Post Consumer 
Panel. Each week these women submit (in 
special diaries) their recorded day-by-day pur- 
chases in 26 Grocery and 7 Drug, Cosmetie and 
Toiletry classifications. This information 
(when verified and tabulated) gives News-Post 
advertisers exclusive, up-to-date facts on con- 
sumer purchases by product, brand, size, 
volume, source of purchase and price. 


How You Can Get Panel Reports 


News-Post advertisers are furnished this in- 


formation at no cost... in bi-monthly reports 


for grocery products and in quarterly reports 
for drug, cosmetic and toiletry products. In 
addition, advertisers may purchase, at cost 
price, special cross-tabulations of panel data 
that furnishes further information about the 
purchasing habits of Baltimore housewives. 
From this advertisers can learn who buys their 
products (or their competitors’) by age, income, 
racial and other important groupings. News- 
Post Panel information can be invaluable! 
Consumer purchasing habits, brand loyalty, 
brand switching, reactions to test campaigns 
or deals are pinpointed through this panel. 
Nowhere clse can advertisers get such reliable, 
accurate consumer data so quickly, so easily, 


so economically ! 


Find Out More Now 


For more details about Baltimore’s largest 
evening newspaper and how to add the 
News-Post Consumer Buying Panel to your 
advertising, marketing and sales operation— 
Call or write the Hearst Advertising Service 
representative in your territory. 


saltimore News-Post 
and Sunday American 


Bought and read by more-than-half of Baltimore's families 


OCTOBER 15 


A Five-Minute Flashback 
Over SM’'s First 35 Years 


It is early Fall of 1918 

\l litary *% ! ayvret that the 
war will last it least three vears 
longer. Everywhere you hear, “Ove 
here” or “Pack Up Your Troubles.’ 
The kids dance the Gi zz\y Bear the 
Bunny Hug, the Oceania Roll 

You and I hadn’t heard of jazz, to 
i\ nothing ot bebop Rayon was still 
n the huture and of ourse n lon 
orlon Dacron and other synthetic 
fibers. We had never heard of vita 
mins, sulfa drugs and antibiotics. We 
had never seen a Bikini bath ng suit 
net read a Pos iu column We had 
never heard a radio. We had neve 
seen a talking picture. We had never 
heard the motor whir of an electri 
refrigerator. We had never seen an 
animated cartoon. Nor neon lights. 
Nor a filling station. Nor a platinun 
blonde. Nor a super market. Only the 
very rich had ever filed an income 
tax. Only sissies wore wrist watches 
Fanny was the nickname of vou 
wnt mn Dubuque 

And of course you had never seen 
nor heard of Sates MANAGEMENT 

That oversight was corrected in 
October, 1918 

John Cameron Aspley, who 
established the Dartnell Sales Servic 
a vear before, brought out 41, Vol 
of SaLes MANAGEMENT in Octobe 
LOTS. Tt was a spindly-legged, 16 
page elf-covered affain but it 
timely l he le ad sar’ cle by 
Kneibler, then Sales N! 
Baker-Vawter Co., now 4 president 
n charge of Sales of Cov pers, In 
dealt with mainta ning th norale ot 
the sales force under wartime cond 
tions. \Ir. Kneibler still active and 
has viven us a torcet | 


vigorous im 


mation of some oft the th nes he has 


learned in the ensuing 35 vears. See 
lates paragi iphs 
During the latter sof the fir 
World War, many isinessmen 
ran to get jittery over what was ¢ 
to happen to our expanded industt 
plant tte the war ind out of these 
fears was born the philosophy or cen 
sales ind idvertising respon 
\ It was first 
ge W 
edecessor or Sunshit 
Phe idea of unified 


en and advertising 


02 


BY PHILIP SALISBURY 


Editor, Sales Management 


Back in 1918 this magazine entered the world as a pale, 
spindly baby—a marketing world where the salesman's 
chief tools were cigars and dirty stories, and the sales 
executive's major forte was being the star salesman. 


aS | 
tion of both under one major execu or would not do any g abou 


tive, seemed the answer to one of the this situation he would. 


t 


rreat weaknesses in most sales setups From the very beginning SALEs 
of that era. Up to that time business MANAGEMENT began to hammer on 
n thought there was a dark mys the idea that advertising was a part 
tbou ‘rtising; that advertis of selling, and that the responsibility 
long-haired, bow-tied for both advertising and the manage 
the Elbert Hubbard ment of the sales organization should 
went into a trance and be centered in one company executive 
th nountainous 1deas with the title of vice pres lent in 
harge of sales. That was more than 
let alone, like opera singers a bit on the radical side 35 vears ago. 
* naturall then, the advertising lor a long per od SALES \IANAGI 


ogram tended to go oft in one dire MENT arried on its cove n bold 


moved the masses. They had 


on and the sales progran nan en- red letters the line Fo 
rely diftterent one, harge of sales and advertis 
When the war situation cleared a Vy a vast majority of well 
little, Jack Aspley decided that if the companies center the responsibil 
is then working for could bot] f these marketing f 


SALES MANAGEMENT 


also to sales reseal ind sales pro 
motion under One sales d rector. 
Once sales managers began to see 
the broader aspects of their job. pub 
lishers and others with advertising 
space to sell saw ar pportunity to 
join with non-media org 
using SALES NIANAGEMENT to 
their story over to marketing 


nizations 


tives, 
Very teu t the ve few) adver 
st issue of October. 


n tne rst vear § issues, are 


tisers 1 that I 
1918—or 
alive today. P irdy exceptions 
remain from that first and hardest 
year. LaSalle Extension University 
... Retail Credit Co. Addresso 
graph-Multigraph Corp. . . . The 


Chicago Tribuni aca Ben S Brothers 


checked back on these first 100 sub 
scribers and finds that 820 of those 
still remaining in business have an 
inbroken continuing sub 
scriptions in the 1918-1953 period. 
Those da 


re¢ ord ot 


ng souls nelude execu 


+ ; 


ves © Sul 


h companies as Maytag, 
National Refining, Welch Grape 
Cjoodyear Tire & Rubber 
Evinrude Motors, The Barrett Co., 
American Writing Paper Corp., Ol 
ver Corp., Phoenix Mutual Life In 
Northrup, King & Co., The 
Shaw-Walker Co. 

Also, the Warner & Swasey Co., 
Pitney-Bowes, Inc., Russel M. Seeds 
Co., Libbey-Owens-Ford Glass Co., 
Square ID Co., B. T. Babbitt, Inc., 
Graton & Knight Co., U.S. Time 


surance 


Bag Co 
Heinn C 


M , 
Cosmopolitan 


kley, Dement & Co... 
1) taphone Corp 


ae 


early advertisers as 


Journal. 
Gone are such 
S. Roland Hall’s 
Ivan B. No then Co 
Digest 


Sales Bulletins,” 


Bert L. White 
Mailbag Pub 
York Evening 
ss Ph losopher 
Manufacturer’ 
1, Braender Rubber 
hendent W eel y, Ne 
he Findex Co., Th 


then Robert H. Ingersoll & 

where SAT’s present editor 
Was a tHledgl ny salesman Interna 
tional Silver Co., William L. Gilbert 
( lock ( Or] ° | (ood: h Co 
Creorge Satten Co now BBD&O 
Interwoven Sto king ¢ orp 


tional Heate: Lo 


If you were al idly l I n those 


Interna 


days, 2) iad never heard of the 
TVime-Life-Fortune crowd. Nor Ma 
fadden, NMlodern nd Fawcett. No 
This Week, Parade, Business Week 
Newsweek, [ 5 World 
Report, The 

Homes 

others. Ni 

News, Cl 

geles Da 


r, New York Mirror. 

And of course there was ! : 
NBC, ABC or Mutual. Incide itally 
is late as 1926, SM’s contemporaries 
either were ignoring radio advertising 
or arguing that it couldn’t last, that 
t wouldn’t be tolerated by listeners 
and would never pay off for adver 
April 3 issue of 1926 
SM startled the sales and advertising 
+} n 


tisers, In its 


world by coming out W th ie first 
of a series of articles, “What 
Radio Broadcasting as an Ady 
Medium?” The introductory para- 
graph read, “Practically noth 


been printed in sales and advertising 


ibout 


tising 
WW has 


journals regarding radio broad id 
vertising, Fon obvious t has 
been banned as one ot the forb dden 
Sates MANAGEMENT is the 
first paper to lift the ban. Broadeast 
idvertising does not supplant othe: 


reasons 


topi S 


forms of advertising; it si ppl ments 
them.’ 

The Saturday Evening Post then 
is nowia lead ng adve ttising n ediun 
had weekly issues averaging about 124 
pages. No color was used in the ed 
torial section and, aside from the coy 
ers, there were only a few scattered 
advertisements. The first 
of these two-color advertisements was 
accepted in 1916. No four-color ad 
vertisements or editorial 
peared until 1924. 

All of the underwear advertised in 
the Post's issues of October 1918 
were of the union-suit) variets All 
shoes illustrated were of the high-top 
inkle length Variety. 


I ehin & Fink's Pebeco diy sion told 


people that 95 out of every 100 per 


two-¢ olor 


Pages ap- 


ons had acid mouth and becatise all 
of the automobiles were of the open 
elling 


for colder 


ir variety advertisers were 


ir owners to prepare 

weather. Electric hand-warmers were 

being pushed, and one happy motorist 

cted as wear ny the Stee 

smile. It was before such 

yroducts as Prestone and Zerone, but 

S. C. Johnson & Son. In had a 

luct called “Freeze-Proof.’ 
The makers of Owl cigars had 

ittention-getting headline: “We 
n ak ng Bill’s offin showing 

Vuys smoking cigars The ba 

vas a bit buried n that nfrigu 

; se NAT 

ind the men 

1 were riveters in a= shipvard 


radline Phe reference was 
m the Kaiser | 
readers mav_ have gotten 
lea that Bill was headed for a 
as smoking Owl 
rial division 
e & Rubber C 
imous engineering blue 
ivy have set something of 
onsistency j 
1 


idvertising idea 


ASPLEY 


He Started It All 


The idea of a magazine for 
sales executives was an evolution 


rather than a birth 


li started back in 1913 when John 
Cameron Aspley was a reporter 
on one of the advertising business 
publications, One of his calls was 
made at the office of the sales 
manager of the American Can 
Co., who told the young reporter 
One would think to read the ad 
vertising papers, that sales man 
egement was nothing more than a 
little tail stuck on the end of the 
edvertising dog. One of these days 
some smart guy is going to pub- 
lish a magazine for sales managers 
which will help them to manage 
a sales organization without having 
to read through a lot of stuff 
about what color envelopes get 
the best results in direct mail.’ 

Dutiful Aspley carried the idea 
back to his boss, who quickly 
scotched the idea that such a 
magazine could be successful 

But he didn't convince Aspley 
that it was a no-good idea. Five 
years later Aspley launched Sales 


Management 


KNEIBLER 


SM's First Author 


A. R. Kneibler, for many years 
vice-president, Coopers, Inc 
Kenosha, Wis., was the first out 
side contributor to Sales Manage 


ment 


His article Maintaining the 
Morale of the Sales Force,”’ ap 
peared in Number 1, Volume ! 
October, 1918. At that time he 
was with the Baker-Vawter Co 
where, in less than twelve years 
time, he had risen from salesman 
to sales manager following gradu 
ation from the University of Penn 
sylvania, Wharton school. Two 
years with the Kirschbaum Co., 
Philadelphia clothing manufac 
turers, added considerably to his 
education particularly in the 
proper teaming up of advertising 
with other sales tools of business 
This led to a five-year association 
with a Philadelphia advertising 
agency and, finally, in 1928 he 
came to Coopers where he has 
authority and responsibility for all 
phases of the marketing program 
as Vice-President in Charge of 


Sales 


The Big Magazines of 1918 


American Weekly 

Saturday Evening Post 
Ladies Home Journal 

Mc Call's 

Womans Home Companion 
Collier's 

American 

National Geographic 

Good Housekes ping 

Redbook 


*Most recent A.B.C. statement 


Circulation 
1918 1953* 
2,002,684 9,379,112 
889.487 4.216.017 
636,173 4,869,174 
310,641 4,525,060 
130,173 4,442,238 
980.592 3,106,433 
814,485 2,579,540 
600,000 2,000,390 
440,000 3,364,796 
369 894 2,027,025 


years Hupmob le was a little self- 
contident when it advertised in 1918, 
It took the curtailment enforced by 
war to make us realize how strong a 
hold the Hupmobile has on our peo 
ple 

Cadillac, on the other hand (thet 
h 


an independent company) quite obvi 


0 isly expected the war to go on Tor 
some time, for it said Let us contess 
our debt of gratitude to the govern 
ment. Working for America has been 
the finest thing that ever happened t« 
Cadillac. We are vastly more inte 
ested, now, in continuing to deserve 
the approval of our government, than 
n any new business that could poss 
bly come to the Cadillac company.” 
The Independent Magazine used 
full pages to promote a= premiun 
book, “How I Learned to Read Chat 
b if apparently 
own characte ver 


t per shed a few vears late 
Advertising in 1918 


npared with today, there was 
idvertising, rela 
those 1918 issues 
and, of course 
and more interest 
tf passenger cars ind 
Ich 1 market with such names 
H ipmobile L.ocomobile Pierce 
ow, Indiana, Oakland, Maxwell 
thlehem, Haynes, Riker. Paig 
Detroit. But still active and bl 
ich advertisers as Kuppenheime 
etv Brand, Campbell, Van Camy 
S. Tires, Heinz Kremen 
man. Del Monte. Comn 


» t I ssuc Parat 


‘ertainteed, 
) 
Brown Shoes, Palmolive 


Ralston-Purina and 


qe Vout 
hose in the box if the lef 


newspaper field 


papers 


igalns 


In Chicago the Tribune would give 
vou 395,442 daily as against 901,858 
now. In the Motor Citv the Fre 
Press and News combined ce ild turn 
up only 358,366 pa d copies tor d iil 
litions. “Today each paper beats that 

il daily and the combination would 

up $44,356 paid. 

Mliami in 1918 was not much n 
lan a pin-point dot in southe 


Florida. The Herald there boasted 


} 
t 


705 daily net paid; today the figure 


233,191. 


SALES MANAGEMENT 


GAS SAVES YOU 


TWE WONDER FUEL TIME, WORK and MONEY 


ORC SSEWKE 


Outdoor Ad 


“Outdoor Advertising has high remembrance value 
the public ettectively. It 1s Important im making 


and sells our services to 


a theme memorable to all on 
customers. In addition, Outdoor Advertising has the 


creating enthusiasm among suppliers of equipment ut 


iil 


Mima alt 


THOMAS H 


One of a series of advertisements promoting a better under 
standing and appreciation of Outdoor Advertising — sponsored by 


The Standard Group 


OF OUTDOOR ADVERTISING COMPANIES 


JOHN DONNELLY & SONS © CENTRAL OUTDOOR ADVERTISING CO IN¢ * THE PACKER CORPORATION 
WALKER & COMPANY * UNITED ADVERTISING CORPORATION * WHITMIER & FERRIS ( IN 

serving one-fifth ROCHESTER POSTER ADV. CO., INC. * RICHMOND POSTER ADV. CO. « E. A. ECKERT ADVERTISING CO 
of the nation’s- PORTER POSTER SERVICE * SLAYTON & COMPANY * THE HARRY H. PACKER CO ( POSTER SERVICE 
SUNSET OUTDOOR ADVERTISING CO. * BREMERTON POSTER ADVERTISING TEVENS CO 

consumers... CONSOLVO ADVERTISING CORP. © LEHIGH ADVERTISING CO. * MARYLAND ADVERTISING Cé 
AMERICAN ADVERTISING CO. * VERMONT ADVERTISING CO ¢ STA POSTER SERVICE 
STANDARD OUTDOOR ADVERTISING, INC., 444 MADISON AVE., vv YORK CITY 


Ld 


Py. 
You can reach nearly 
g 
f 


Py. 


out of every ‘ families 


P. 


in the top three markets’ « 
eo 


with this $° great buy! 
ie 


And, when you consider First 
3 Markets Group's total “Sunday 
Puneh” Cireulation of 6,500,000, 
you can reach 47% of the 
P , a. , Sees ay SRR ‘ New York Sunday News 
amilies In 1,457 Cities and es Ls Re Ren ee 
Town s Which account for 50% ol . Chicago Sunday Tribune 


Total U.S. Retail Sales ee = ie hee ie \ je Mane 


Philadelphia Sunday Inquirer 
Increase your sales withthis 1 great buy: tis N 7 Today” Magazine 


treet, GArfield 1-7946 
foulevard, Michigan 0259 


65. 356 ! 
404,074—while further north the San 
Francisc imi led Far West 
Today's fi ! 
ater boom is 
Times 
as Jumped 66,316 to 214,377. 
When you id these newspapers 
| Alois P. Swo 
beautiful 
ands that 
9 Which 
for the top of \ lr open c rs 
“Neverleak”’ 
Which was | the 
\pperson Jacl 


» 
Stutz Bearcat ? 


irfed by today s 


li¢ 


y 
} 


11 would be 
: <r 

DOdYV 
way by 


ising Pear’s was best 


wonderful 
the speedy 
h Nut made cof 
ics they offered 
ncoction ¢ illed 

\. Edison, along 
and Woodrow Wil 


ld 
told 


For 


1 
t-Known man, 


ords and to 


iso re 


Phonograph with a 


1918: 60 Billion Income 


ear amounted to 


between 1/5 and 


cted total. T he 
t S60 billion for the 
Rael 


rougn es 


Cp 
{ + 


government 


ind there w Census of 


to sell 


turned ou 


th dealet or con 


| roduct and pa k 


bother themsel\ 
research. ¢ 


They 


sumer 
ge design. 


much abo if 


ems. “Load hat 


generally accepted 
Advertising w 
Selling wa 
poles 

nN arket ny 
pages of 

recalls 
salesman cal 
il of cigars and a brain 
He made 
‘ Be ause underwear 
was sold by the pou d, he 


his territory 
once i SCaSO!I 
was an 
expert on poundages, varn ceunts and 
He wasn't espe 
interested in the merchant's 
His principal 


to sell the merchant 


onstruction details. 
ially 


problems concern was 
is much under 
wear as he could ithin the shortest 
possible period of t 

He didn’t know much 


res, turnover, ne 


about fig 
essary proht mat 


j 


gins, store display and advertising and 
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ither things ot real concern 
No d dl he know 

vat masculine physiology and 
Sea } 


ould be designed 


etailer. 


sell underwea 


! 
s¢ l] adve 


Window 


tising 
irnover instead ot 


1 displays 


ages 


counting solely 
« own m 


vic Tongues 


dy 
Kneibler was among the first ot the 
ently sales manaygers who sold 
He told 
We sell 


rofits, and 


not 


merchandise 


; inderweat 
le which helps the dealer 
ertain highly profitable resu 
ed ton ake ft Poss ble for 
to make a trip thi 
Ving nothing 
store yy 


The 


operating figures 


S ilesman 


helps 


ARTHUR D. TILTON 
New England Sales 
Manager tor the 
Quaker Oats Co 


“WHOLESALE Sales Figures 


Can Lead You Astray when you’re 
figuring WHEN and HOW MUCH fo adver- 


tise, UNLESS 


unl 


tributl 


you knoy 
ariation ot 
And 


Variations to 


on \ 


your 


al market you. can 


appraise those 


give the true picture of any 


Arthur D 


Singrle 
Tilton, 


market, say 


“For example: the Worce 
ter, Massachusetts market 
ranks 26th in the United State 
in Retail 
yet, because two of the 


Grocery Sales — 
leading 
grocery chains (First National 
and A & P) with over 70 stores 
in the Worcester market, have 
their and 
tion centers outside of th 
Worcester area, the 


distribu 
key 


{ 
wholesale 


warehouse 


chains 
W orc ‘ 
figures, 


overlook the 


volume of those major 


does not show up in 
ter’s wholesale 


“So, as not to 


full, retail sale 


the Worce ter 
ire pl 


potential of 
market when we 
inning newspaper adver 
campaigns, we always 
a proper percentage to 


actual wholesale figrure 


o compensate for what the 


figures don’t show,” 


@ This advertisement is pub- 
lished in the interests of 
fuller understanding of the 
WORCESTER, Massachusetts 
market, by the Worcester Tel- 
egcam, The Evening 
and the Sunday Telegram. 
George F. Booth, publisher. 
Circulation daily, 154,490; Sun- 
day, 104,308. 


Gazette 


didn’t have to have any samples should be aimed at his satisfaction. the Publisher; A. R. Hahn, Man- 
lirst-contributor Kneibler is The Sates MANAGEMENT story, aging Editor: Helen Howard. Read- 
vinced that the quality of the ranl over the past 35 years, was not one ers’ Service Tides Lawrence M. 


and » sales manager has vastly it f instantaneous success. During the Hughes, Special Feature Editor; Vera 


proved during the past 35 years. first three years it made many friends Lindberg, Assistant to the Western 
Looking back over his own exper but hardly any money. Following the Manager; C. E. Lovejoy, Jr., Vice 
ipon observations of other end of the 1921 depression, however, President and Weste ern Manager; 
itives, he boils his finding NIANAGEMENT came into its M. V. Reed, Vice-President; Philip 
he following six cl te 1 as it found both its editorial and Salisbury, Editor ea! General Man 
tr de. aver; R. E. Sn allwood., V e Pre * 
ind dist1 bution bec ame dent and Directo: ot Cir ul een 
recognized as the most dificult and Marvy Spence, Assistant to Mr. Re 
Ideal Sales Chief the most important phases of 
ertising found its proper 
} yt the tools ot selling 
SALES YAGEMENT, which had 
much to do with bringing about these 
1 knowl hanged concepts, forged ahead in 
ind i Wor king readet 


What You've Made 


and advertiser acceptance. The real purpose of this review is 
tations which On Mar 1928. Sates Man t call attention he strides that 
facilities AGEMENT was purchased from the have been made in marketing prac- 
Dartnell Corp. (J. C. Aspley, Presi tices since 1918, thro igh setting forth 
ome) by Ray — and | dward | \ some retrospective ontrasts; Wwe 

» Bill and their associate , aren't turning handsprings becau 
“a fore 25 vears it has been af es liated happen to have survived the 35 vears, 
with the Bill) Brothers Publishing nor are we sitting back in contempla 
Corp., publishers of Floor Covering tion of our beautiful navel vet the 
He should be a student of hu Profits Fountain ©& Fast Food record wouldn't be omprehensive 
nature n this chang ng world Grocer-Grapbhi« India Rubhbie , Mu tho it show ny where the magazine 
changes affect: World, Premium Practice, Sales stands as we enter a period where 
Uectings, Tires-TBA Merchandis even greater emphasis will be put on 

men he should em ing. Yankee Food Merchant. the selling end of business 


ind train as salesmen, You pay nearly 20.000 of vou 


tudent, thro ivl 
of the market needs present 
ind the relation of 

those needs. 


Cc hi wiieaaic 1] SS a vear for your 26 Sarvs MAN 
onsiume 5 tritude 0 are Ss 

, j tg nie The 1928 Team AGEMENT issues and more than 820 
roducts, 


of vou renewed your subscriptions 


J 
luring the past 12 months. In ~_ 


hing circles ea aeons yn all 


Phe merchant's viewpoint. ‘Today the Sates MANAGEMEN1 


le should be a close observe taff numbers more than 60 people 


observer otf io ‘ S 
ol id e ! tre; in bortl not including those in such divisions gh for “horizontal” magazines. 
A ‘ ind economn rends oth om wher vO into our 6th vear we 
¢ . d ’ a C4 uv Hal KREOOT ae 
ie ind on the “each reer ie te elt MN Wisk ae ’ vy 4 unprecedented number of 


the . { terpreting , 
he object of interpreting in relation to our own past 


: y . inal hile it ley t 
r to ' trends o R d avaZiInes ifhel Wibile onsiders | : 

the ett t new end nh prod 1 x ' + : . and n relation to other magazines 
ul ind his markets self young and vigorous, this review 


would be incomplete enored with which we compete either for 
in the his own mention of the fact that 12 members advertising or ee! subscribers or both 
should be a cooper stor of the 1928 organization remain a These “firsts,” for which 
itor, always selling the tive. They are Raymond Bill, Pub- both happy and grateful 
imer is boss lisher; Edward Lyman Bill, Trea ng first in cir ulat on amone 
the « , urer; Jos ephine Ciero, Secretary dents vice presidents, sect 
yp rers, general managers, 
managers d stributors, company 
scriptions of manufacturers. 
Also first in subscription income, in 
bs ription price (highest) and in 
renewal percentage, 
We have the lowest number of sub 
Sé a In arrears Of any publ cation 
vith which we con pete; we are first 
n percentage oft total ( rculation 
growth since the end of World 
I]. and first in growth among manu 
facturer subscribers since that time. 


... WITHA Displagmadster 
A Ring Binder that STANDS, SITS or LIES FLAT 


At a fli ‘“ >} 


e wher 


For these and manv other “‘firsts’ 
we are happy but we know we 
can’t stand still. No matter how good 
SALES MANAGEMENT has been in the 
past it must be markedly better in the 
future if it Is rvoing to meet the crow- 


\ 4 Tr be Vv 
r pre ntations j nd takes down in a flast no 
g with gadget Also 100s of Other items! 
SEND FOR FREE FOLDER 
g 1704 W. Washington Bivd. 
Sales Fools, OC. CHICAGO 12, ILLINOIS 


ng needs of Amer ca’s sales execu 
tives. 
We accept that challenge. We shall 


trv to meet it. 
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. ta * get 

Bigger Yields and 
Higher Incomes of 
Pacific Northwest 


Farmers Mean 


GREATER 
PROFITS 
FOR YOU 


. . in the Billion Dollar Farm Market of 
WASHINGTON, OREGON, IDAHO, AND UTAH 


Pastures literally are greener—fields are more verdant— 
on Pacific Northwest farms where irrigation provides in- 
surance against drought and increases the productivity 
of richly fertile soil 


You, too, will find these pastures greener—more produc- 
tive of sales. Comprising a mass market meriting major 
sales effort, the 768,979 people on Washington, Oregon, 
Idaho, and Utah farms had a 1952 per capita income from 
agriculture 49% above the U.S. average 

Big consumers as well as big producers . . . Pacific North 
west farmers not only enjoy incomes far above average 
a much larger percentage of them own the farms they 
operate—they own more tractors, farm machinery, auto 
mobiles, electric appliances, and other farm and home 
conveniences. With more buying power, higher living 
standards, and greater ownership incentive for farm and 
home improvement, they are just naturally better cus- 
tomers for all kinds of manufactured products. 


t 
J ] 
lt reg i 


_ 


Ln 5 at RT enn Sp? 
Average Incomes of Commercial Farms 
Compared with Over-all Average Farm Incomes 


1950 1951 1952 


OMMERCIAL FARMS $1 2,983 


giHwest © 


PACIFIC NO 


ARMS 
UNITED STATES COMMERCIAL f 


$8,784 
7 y —o¥ soaneertst $8,446 


odes N 
ALL FARMS | 
goasssoonooss® 6,206 
eosesees. IN THE UNITED STATES 


ALL FARM 


nsus of Agriculture 
f ultural Econor 


Whatever you sell, you can sell MORE 
in this outstanding farm market when you 
reach its prosperous residents through the 
media they know best and have confi 
dence in—their STATE FARM MAGA 
ZINES, The Washington Farmer, The 
Oregon Farmer, The Idaho Farmer, and 
The Utah Farmer. 

Unequaled in coverage and penetration, 
the Farm Quad magazines’ circulation is 
concentrated on farms in their own states 

and in those states alone 

The localized editorial policy of the home- 
state Farm Quad magazines extends to 
advertising the benefit of exceptionally 
high reader interest and influence that 
gives real impact at the local level—where 
sales are made. 


ADVERTISING REPRESENTATIVES: Western Associated Farm Papers, Chicago, New York, San Francisco 


GENERAL OFFICES: Spokane, Washington 


OCTOBER 15, 1983 


STATE OFFICES: Seattle, Portland, Boise, Salt Lake City 


For Sales Action in America's 


j mee id 
Mes fs Tim, ba 


SALES MANAGEMENT 


| Third Largest Market 


TS THE PAPER 
FOR YOU 


eweiies 


By every measure of an advertising medium, 
The Times is the paper for you when you are 
~elling in Los Angeles, America’s third largest 
market. This is the paper with the largest total 
circulation in all of Western America (both 
weekdays and Sundays) . and the largest 


home-delivered circulation of any morning 
newspaper in the United States. Three out of 
four daily Times readers are subscribers. 
These facts are doubly powerful when you 
consider that the single copy price (10¢ daily, 
20¢ Sunday ) and the home-delivered subserip- 

tion cost ($2.25 a month) are among the 
Readers want 


the Los Angeles Times. 


highest in the country. 


For the first seven months of 1953, the Los 
Angeles Times was first among all morning 
newspapers in America in total volume of 
advertising published. In its field (five metro- 
politan Los Angeles newspapers) The Times 
consistently rates first in Total, Display, Retail, 
all the major 


Media Records. The 


degree of leadership is impressive: The Los 


General and Classified linage . . 


classifications listed by 


Angeles Times led the second paper by 
11,280,902 


20,207,201 ; 


fifth paper hy ye ee Se 


lines; led the third paper by 
21,434,873; 


publishing 43.3; 


fourth paper by 
of the total advertising in the field for the 


first seven months of 1953! 


Leader in 94 out of 114 
Media Records classifications 


During the first seven months of 1953, 
the Los Angeles Times was first in its 


field in 9Fof 114 categories including 


ALL MAJOR CLASSIFICATIONS 
listed by Media Reeords. 


REPRESENTED BY CRESMER AND WOODWARD 


OCTOBER 15 


NEW YORK, CHICAGO, DETROIT, 
ATLANTA AND SAN FRANCISCO 


A TOUCH OF GLAMOUR has played its part in lifting the carpet industry from the doldrums 


How An Entire Industry 
Lifted Itself by Its Bootstraps 


What would happen if all manufacturers agreed on a pro- 


motional plan for your industry? Would retailers like it? 


Could each producer cooperate and still compete in build- 


ing his brand? Would the market size increase? It's "Yes." 


We can’t answer these questions tol 
your industry but you may. be able 
yourself if vou look 


at what's happened during the past 


to answel them 


few years among the rug and carpet 
people. In the field of home furnish 
ngs, rug and carpet manutacturers 
have, as a group, done the best pro 
motional job. What they have done 
has stemmed directly trom their need 

more mnportant, tron their recog 
nition of the need. 

Around 1900 the average American 
family purchased approximately tou 
square vards of carpet a vear. This 
figure, however, may hardly be used 
as a tair comparison with today’s 
figures because the carpets of 1900 
were different trom those sold today. 
They were thin, ot poo! qual tv, and 
sold for a low price. 


i10 


By 1923 the general quality of car 
pets had progressed to a level sub 
stantially the same as that of present 
day carpets, and to a much higher 
price per yard than in 1900, Because 
of price and longer-wearing quality, 
sales pel family in that veal iveraged 
2.6 square yards. This was the peak 
consumption of the carpet industry in 
recent years. 

Krom that period to the beginning 
of World War IL a relatively unad 
ndustry witnessed a steady 
decline in consumption, from the 1923 


vertised 


figure of 2.6 vards per family to less 
than 1.5 


vears. There was a slight recovery in 


vards in the depression 


are b Wing year preced 
r, but even then the avera 
family was only 1.98, 

ring the war, 
turers, through the Carpet | 


Inc., surveved the Situation 


carpet 


1()) 


organization, established in 1 
primarily a clearing house to ul 
try facts and figures. Its membership 
ncluded such important manutactur- 
Artloom Carpet Co., Inc., 
Beattie Manufacturing Co., Bigelow 
Santord Carpet Co., Inc., Firth Car 
pet Co., Hardwick & Magee Co., 
Hightstown Rug Co., Archibald 
Holmes & Son, A. & M. Karagheu- 
sian, Inc., Karastan Rug Mills, Lea 
Fabrics, Inc., “Thomas Leedom Car- 
pet Co., James Lees & Sons Co., 
\MIagee Carpet Co., C. H. Masland 
& Sons, Inc., Mohawk Carpet Mills, 
Inc., Nvye-Wait Co., Inc.. Oxtord 
Mills, Inc., Philadelphia Carpet Co., 
Roxbury Carpet Co. and Alexander 
Smith & Sons Carpet Co. “Today the 
Carpet Institute represents 907 of 


ers) as 


all carpet production in the U.S 


In 1943 the Institute began the 
most significant phase of its work 
with its investigation of reasons tor 
the downward trend in carpet sales. 
The facts unearthed by this research 
ndicated three outstanding promo 
tional needs: 


BY JAMES C. CUMMING 


Vice-President, Anderson & Cairns, Inc. 
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All over America 929 | 


9 out of 10 shoppers use 
_® the ‘yellow pages’ 


\3 


~~ 


That’s why national Trade Mark Service in 
the ‘yellow pages’ of telephone directories 
helps sell branded products and services. It 
is the economical and effective plan to sup- 


port sales at the community level. 


Your trade-mark is featured in the ‘yellow 
pages’ over a list of your local authorized 
dealers. Prospects can then easily find where 
to buy your product. 


You can buy Trade Mark Service in more 
than 40.000.000 directories to cover the na- 
tion or in those sovering selective markets. 


The ‘yellow pages’ have been America’s 


buying guide for more than 60 years. 


Sy, 
You can get further information by calling the Classified Directory Representative at ‘es 
your telephone business office or looking in Standard Rate and Data (Consumer Edition) \» a) 


‘ 
box anit 


ye 


Tta qood_ 
Business 10 


“‘put it on tape”’ 


Busy executives are learning the 
value of keeping permanent records 
on Soundcraft Magnetic Recording 
Tape. Important conferences, sales 
training talks, speeches by absentee 
officials — these and many more 

can be recorded with ease, played 


back any time, any place 


Tape recording is an integral part 
of modern business. Soundcraft 
Magnetic Recording Tape assures 
you of the utmost in durability 
and fidelity 


Convenient Way to 
File, Store Reels 


OUNDCRAFT 
TAPE-CHEST 


= eee ence tne 


OUP DURasT er be < New! 


souurcaneT > BB « re SOUNDCRAFT 
TAPE CHEST 
—=z EE 
> 2 « 
=z == 


Save time, save space — with the 
Soundcraft Tape-Chest. Compact 
five-drawer unit lets you pick the 
reel you want at a glance. Keeps 
reels in one place, safely, neatly 
The Tape-Chest is yours at no extra 
cost with the purchase of five reels 
of Soundcraft Tape. 


For information on 
Soundcraft Magnetic Recording Tape, 


write: 


SOUNDCRAFT 


Dept C i 
10 East 52nd Street, 


1. There was a definite need for 
better training of retail salespeople in 
how to sell rugs. This point was 
emphasized by most of the retailers 
on whom the Institute investigators 
alled and all retailers believed that 
training retail salespeople was the 
manufacturers’ responsibility. 


2. There was a need for a program 
of color coordination. Most manu- 
tacturers of floor covering, wallpaper, 
paint, upholstery fabrics, lamp shades, 
etc., recognized that those items 
would have to live together. But few 
manufacturers had done anything to 
make them harn onious, 


3. There was a need for better pro 
motion and more of it. This need 
was substantiated by the figures. 
fields were spending far less than a 
tair percentage of sales 
should be spent. 


Manufacturers in the rug and carpet 


ind ( ated 


A constructive program based on 
the research was worked out and put 
into operation in 1945. The various 
phases of this program have improved 
steadily 

The first problem 


training retail 
salespeople 


was tackled by the In 
stitute with a complete course in rug 
selling. It was given to the stores 
for ‘m to use in instructing sales 
people. Before long, however. it was 
apparent that the course wasn’t work 
ng properly. The material was ex 
cellent, but the stores weren’t making 
good use of it. Some large department 
stores that had training departments 
really put it to work, but many left 
training to the buyer, and in the 
smaller Spec ialty stores there was no 
time or responsibility for training at 


Why Strategy Changed 


\s soon as this became apparent 
Institute changed its training strate 
Similar material was used, but 
stead of leaving it to the stores to see 
that it was passed along to sales- 
people the Institute arranged for 
training meetings under its own su- 
pervision. These meetings were held 
in Various cities, usually in a down 
town hotel, and salespeople from all 
the stores in an area were invited to 
attend. Results of these meetings 
were decidedly better, but the Insti- 
tute still believed that the course was 
not getting through to enough people. 

Accordingly, the training program 
was changed to its third phase: Two 
Institute representatives, whose _ sole 
responsibility is training, travel 
throughout the year, calling on stores. 
They gather all the salespeople in 


each store for training meetings. Al- 
though it takes time for these two 
representatives to get around the 
country, they do a thorough job 
wherever they go. Between 1949 and 
1953 sales trainers had meetings with 
3,588 stores and 16,531 salesmen. 

As a result of all this work by the 
Institute, standards of rug and carpet 
salesmanship have improved steadily, 
although the Institute would be the 
first to say that there’s still a long 
way to go. 

The second problem 
colors 


co-ordinating 
-was tackled by setting up a 
set of harmonizing colors known as 
BHF. Neither manufacturers nor 
retailers have been satisfied with any 
of the color selections presented, so 
that this phase of the program is by 
no means a solution. It is still a 
problem. 


Three Basic Points 


The third problen developing 
more promotion was met with a 
three-fold program: 


1. The Institute set up a sertes of 
Clinics to educate retailers on hoi 
to do better promotional work with 
rugs and carpets. These Clinics were 
staged in 35 leading marketing areas. 
They were held in the evening, and 
distributors and manufacturers, as 
well as retailers, were brought. to 
gether in groups. The theme of one 
Clinic was “Typical or Top?” and 
t emphasized the fact that the typi 
cal floor covering specialty store has 
a net operating profit of 60%, while 
top stores realized 10.107. The Clin 
program was aimed at getting mor 
retailers into the top group. 

Here, as in the case of training 
salespeople, the Institute learned by 
experience. Its findings disclosed that 
the people who most needed what the 
Clinics had to offer didn’t come to 
the Clinics. It decided to sell stores 
the tvpe of program the Clinics had 
been offering. Whether this will be 
satisfactory is doubtful; too many 


’ .t 
stores Just don't buy : 


2. The Institute developed a strong 
and positive public relations program. 
This began with customary proce 
dures such as services for new spapers 
contact with consumer magazines, 
news services and syndicates In 1949 
the first annual Carpet Fashion Open- 
ing was presented. 

The purpose of the Carpet Fashion 
Opening is to attract the attention of 
consumers to rugs and carpets, to in 
dicate to them that there are new 
things to be seen each vear in floor 
fabrics, to convince them that stvle 
and fashion plav an important part 
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rpet sales, and to encourage them 

to visit their local stores to see these 

new things. A presentation of this 

kind was practical in the industry be- 

cause it had long been the custom to 
bring out new patterns for ti 

in January and in . 

more new patterns 

+] 


p 
1 January than in June, it 
lecided to hold the Carpet Fash 


I 


ion Opening in March, to allow sufh- 


cient time for dealers to get san ples 


to show < istomers. 

Actually the Carpet Fashion Open- 
ing a nation-wide, industry-wide 
promotion backed. by action taken at 
the manufacturing, retailing and me 
di: vels. To promote it: 

The Carpet Institute prepares a 
Plan Book for retailers which cites 
suggestions for planning the promo 
tion from cleaning up the depart 
ment to a full-fledged fashion show. 
It ludes aids such as suggestions 
for advertising lavouts, window dis 
plavs, radio and TV scripts, publicity 
releases, fashion show scripts and a 

heck list. In 1949, 15,000 

Plan Books were prepared ; 

the quantity was stepped up 
0.000. 


llion worth ot reta | advertising 


This helped to produce 


onsumer magazines 
irticles to appear at the time of 
pening. sin larly, feature mate 


| OO daily 


il 
rial is sent to more than 1,7 
newspapers and to thousands of week 


lies n orde 


the 


“It's No Dream" 


first Carpet Fashion Opening 
iounced to the press and home 
ngs trade with a kick-off show 
Ziegfeld Theatre New York 
ntitled “It’s No Dream,” on 


facturers gear 

' 1 
iring the montn of 
ning to the theme of the Car 
shion Opening. For 1952 this 
was “The right carpet for 
oon and $1,500,000 worth 


nal advertising was put behind 


sales executfi' 
with retailers to 
to feature lines of 
ills d iring the opening. 
promotion and publi 
ments of the mills use 
at thei disposal to 


1 ’ 
wo ione tor 
‘ ti ' J 


Storage space? ‘- SO Call... 


OUR ALLIED AG 


no.l specialist in storage! 


(long distance moving, too!) 


ALLIED | 


VAN LINES & 


Prompt service from the nation’s largest 
moving organization is assured you by 
more than 2200 modern Allied vans and 
by expertly trained drivers serving you 
throughout the U.S.A. and in Canada 


g 


TRADE MARE 


ai? ; ‘ < 
x ws ' t 


FREE Booklet to help you plan your next 
move. Get your copy of “Before You 
Move” from your local Allied Agent. See 
classified telephone directory. Or write 


Allied Van Lines, Inc., Broadview, II] 


113 


HATCHED! 


. WHBQ-TV — 
MEMPHIS — 
IS ON THE AIR! 


Now .... it's 13 for II. 
WHBQ.-TV, Channel 13 — a 
CBS affiliate —now covers the 
225,000 television sets (Septem- 
ber Ist estimate) in the nation’s 
eleventh wholesale market. 
Write, wire or telephone for 


availabilities. 


WHBQ7TV 


HOTEL CHISCA e MEMPHIS, TENNESSEE 


TELEPHONE 5-0825 


A CBS AFFILIATE 
REPRESENTED NATIONALLY 


BY BLAIR-TV, INC 


Carpet Fashion Openings, but from 
the point of view of its public rela 
tions objective the promotion must be 
ranked as a first-rate success. The 
event 1s probably one of the most suc 
cessful and best-planned product pro 


motions in the country today. 


3. Through the Institute, the in 
dividual manufacturers began to think 
consistent ad 
vertising of their own products and 
Where prey ously they 


had considered 167 a maxin 


in terms of more and 
brand names. 


nat onal advert sing most 
nothing , they now 
the think ny tron 
sales. 


\loreos Cl 
1 


have wisely used increased budg 


spent 


yromotions of their own 

there was the recent 

promotion of C. H. Masland & Sons 
ng Nasland’s new Saranette 

The brochu 


S promotion termed t “the 


“wrapped 


most exciting event that’s happened 
af 


ndustry in 40. years’ 
and detailed this national advertising 
that would back it up: 
The Dave 
NBC-TV 
The Garry Moore show on CBS 
TV 


Radio spots in retailers’ cities. 


e cal pet 


(jarroway show. on 


lull-page, four-color advertising in 
Ilouse Beautiful, Living for Young 
Homemakers, [louse & Garden and 
The Saturday Evening Post. 


Promotion Kit Ideas 


In addition, the brochure offered 
the retailers this material for staging 
the promotions themselves: 

Statement enclosures. 

Radio ser pts. 

Radio transcriptions, ready for use. 

‘Television scripts for the store’s 
own show. 

Newspaper mats. 

Layouts, copy and art work for the 
store's newspaper advertising. 

Sample swatches of Saranette. 

Cards for window and interior dis 
plays. 

A blow-up, in color, of the illustra 
tion in the national advertising, for 
display use. 

Script of a demonstration talk to 
be given by store salesmen, and a 
recording of it for training purposes. 

The results of this activity by the 
Institute and by individual manufac 
turers have been solid. Sales since the 
war have not reached the 2.6 square 
vards of 1923, but they have not 
fallen so low as 1.98 square vards. 
Although 1952 was a relatively poor 
vear for the industry, with many 


difficult readjustments occasioned by 
violent fluctuations in raw material 
prices the sales of soft surta Hoor- 
coverings, including those now made 
of fibers other than wool, still held 
above the level of two square vards 
per family. The industry, therefore, 
has succeeded in halting a decline that 


has gone on steadily for nearly 20 


vears, and there is every reason to 
believe that average sales ma 
steadily upward. 

Individual manufacturers ha 
dowed their brands with s 
consume! recognition to 
franchises valuable to retail 
In total dollars, carpet id 
spent nearly $5 in 1952 for e 
in 1941, 

In 1948 a sun 

ties on the 
People we 
the sin ple question: \\ hen 


of rugs o1 Carpets, what 


names of Carpets, 


b and names ome to vo 
Only 37°% of those intervie 
ible to mention any brand name 


the highest brand getting 


Results of Recall Test 


In 1953 the same 
This time, 7107 


mention one or more brands 


peated. 


recall with 2800 for 

25.806 for another, and 

a th rd. Follow ng this up 

aided recall question, these 

ages for the first three names climbed 
to 79%, 88° and 72° respectively, 
and two other manufacturers who 
were not important enough to 

five years ago had reached 

pressive brand recognition pe 

of 31° and 28%. 

In its promotion work the carpet 
industry has followed the successtul 
formula established by other textiles 
for the home, particularly towels, 
sheets and blankets. In a continu ng 
survey of purchases for the home 
maintained by one of the country's 
largest newspapers, the most 
figures showed that 70.2¢¢ of all 
towel purchases in all stores in that 
city were on two nationally adver- 
tised brands, while 43.16 t the 
city’s sheet purchases were 
trated on five nationally advertised 
brands. 


As opposed to the brand recogni- 
} 


recent 


concen- 


tion in carpets, towels and sheets, a 
recent survey disclosed that the top 
recognition for any manufacturer of 
where a trivial 
advertising job has been done was 
2.9%. 


draperies or curtains 


What more dramatic evidence than 
this could be offered of the wav the 
rug and carpet industry has litted it- 
self by its own bootstraps ? 
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a) The Ottawa Citizen enjoys more than 
; 4 78°/, circulation in the rich Ottawa City 


area and most of it is home delivered 


iA 
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OTTAWA, CANADA, AND “THE CITIZEN” 


Phe Ottawa Citizen, with more than 60,000 daily circulation, gives 
dominant coverage of one of Canada’s most responsive markets. “Thi 
Catv of Ottawa has a population exceeding 280,000, and the annual 
net effective buying income per family averages 96,556-—-one of the 


highest in Canada 
Phe Ottawa market is unique in its stability Phe Dominion 


Government employs over 55,000 persons in Ottawa and them salaries 
reach 9110,000,000 annually. Over 300 firms which produce a wide 
variety of industrial and consumer goods, have an annual payroll ol 


The Ottawa Citizen over ot, CWU 


Phis combination of buying power from the civil service and from 


The 7 Southam Newspapers 


The Hamilton Spectator 


fromly established industries, offers advertisers a steady and constant 
The Winnipeg Tribune market for consumer goods—and The Ottawa Citizen provides 


a thorough coverage of that market. Use this popular newspaper to 
The Medicine Hat News por pl 


The Calgary Herald 
For full particulars please communicate with our repre 


The Edmonton Journal sentatives, Conklin and Woodward, 22 East 40th Street, Nen 


2 York 16, N.Y. or any of their branches at Detroit, Chicago, 
The Vancouver Province Atlanta, Los Angeles and San Francisco. 


THE OTTAWA CITIZEN 


ONE 0 F THE SEVEN SOUTHAM NEWSPAPERS 
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idvertise eflectively in Ottawa 


Adventures in Shopping 


Why did 60 Southern States Cooperative district sales 
managers, with a total of $300 to spend, come back from 
a Suggestion Selling Shopping Tour with $196.90 unspent? 


Mr. Advertiser, is in’ Pitt 
where KDKA is doing one ot 
t sales jobs in the nation 
KDKA is helping set \s a part of its sales training pro 


The six men had $30 to spend but 
r advertisers whose produ gran Southern States Cooperative, 


spent only half of it ($14.80), simply 


wre often considered h Richmond, Va., on September 15 sent because the clerks did not vo strong 


on radio 60 of its District Sales Managers on 
incinerators, for © imple a Suggestion Selling Shopping Tour. 
J. L. Neiman of Public Rela 
earch Service, agency tor Hol 
mcimerator The coml 


Johnny Boyer Sports Show and 


Janet Ross programs outpulled 


enough on suggestion selling—did not 
ask for the money, 
each man was given $5 with instruc Fight men were instructed to buy 
tions about where to gO, what to say, vegetable seed and to use this Sstate- 
and what to buy. ment: “I am planting a fall garden 
These 60 men shopped at 31 retail and would like to buy 
stores in Richmond. Each man was Blue Siberian Kale.’’ Each man went 
instructed to buy a specific item and to a different store. Here is the story: 
all additional items suggested by the Two of the men were 


nation 


one ounce of 
ind utsold ill other radio tation 
con | ined ‘ } 
lake airline travel. Write Lom 4 unable to buy 
bi tala all Witla Dianiiots Milian clerk, with the amount not to exceed the kale seed as the stores did not 
We are pleased to report that we hav $5. The 60 men spent $103.25 of have it in stock. No attempt was 
ton excellent results from our om the $300 given them and returned made to sell anything else although 
minute spots on the various KDKA $196.90. One man exceeded his limit salespeople were given this lead: “I 
programs we are using.” by 15 cents. The value of the items am planting a fall garden.” The other 
Lake sevings end loan service. Writ which the men were sent to buy was six men bought the kale seed and 
J. B. Connelly, agent for Pittsburgh $49.47. Thus, they spent twice as nothing else, at a total cost of $1.25. 
nd Federal The first eight spot much as they went out to spend; but These eight men had $40 to spend, 
uncements on the Musical Clock they would have spent six times as but spent only $1.25; salespeople did 
vht in $40,000 in’ deposits In much had they received the proper not attempt to sell then invthing. 
proportion to expenditure KDKA out ‘ncouragement trom salespeople. They just filled orders. 


pulls other stations ten to one The suggestion selling performances 
et a hotter fire under d -re > - 
ittered areatly. The group ot 
, 1“ ‘ w 
activity in’ the three stat Ho They Spent It shoppers who went to the vegetable 
market? KDKA the sta 


seed stores spent only 3°, ~6of 6the 
can do it for you. bor sug 


i , cOr revealed: money they had. One group who 

L KIDKA or Free & Peter The record revealed A. 
9 of the men spent less than $1 went to teed stores spent 2, and 

(Of this number 8 bought nothing. ) another 17. ‘The paint stores took 
9 spent $1 or more, but less than $2. 320 «of the available money; the 


spent $? or more. but less than $3. stationery stores, 6107 : the hardware 

5 spent $3 or more, but less than $4. stores, 64. \t the department 

7 spent $4 or more, but less than $5 stores, the salespeople at the sock 

’ spent $5. ounters took 417; at the handker 

spent $5.15. chief counters, 4247; at the tooth 

Of the eight men who bought brush counters, 49 ; and at the tie 
nothing, three reported that the stores counters, 37. 

did not have the items in stock, and 

that no attempt was made to sell sub 

stitute or related items The other 


f) 


One Good Example 


ve could not get waited on, usually 


because the clerks were not inclined It is evident that generally oppor 


to make the eftort. tunities to sell “go begging” in Rich 
P 4 T T Ss & U R G H This is typical of the statements mond, for only one-third of the S300 


50,000 WATTS NBC AFFILIATE shoppe rs were instructed to use: was spent by the shoppers ; the othe: 
just came in on the plane an two-thirds was returned to Southern 

C) handbag was carried to ‘Raleigh States. Although suggestion selling 

North Carolina. IT would like to. bus was non--xistent with some salespeo 

W E S T | G H 0 U S E a toothbrush.” Of the six men sent ple, this was not always the case. One 
RADIO STATIONS Inc to bus toothbrushes, each to a differ of the shoppers had to spend $4.50 


° } 


ent store, two bought nothing else, as of his $5 when he shopped tor a 
WBZ + WBZA + KYW* KDKA 


the salespeople made no suggestions. handkerchief. Another was instructed 

woOwod - KEX » WBZ-TV> WPTZ The other four bought suggested to buy a 49-cent paint brush. He 
Nationa’ Representatives ie oe se tems ranging in amount from S1.20 spent $4.29. Another paint brush 
eoeert vor 48 eng en wa gate to $4.56, in addition to the tooth shopper, at a different store, left $4.60 


‘ 


brushes with the salesman \ hardware 


SALES MANAGEMENT 


shopper asked tor tive pounds of nails 


which cost 70 cents, but before the 
salesperson finished with him he had 
spent $4.50. 

On the other hand, one of the 
shoppers shopped for a $1 pair of 
socks. While he waited for the 
change he thumbed through ties and 
handkerchiefs. No attempt was made 
to sell him e of these items. An 
other shopper purchased a handker- 
chief and started to look at ties. The 
salesperson said: “A tie,” as though 
it were impossible for a customer to 
want a tie the same day he bought a 
handkerchief. The shopper said: 
“Yes, a tie.” Reluctantly, the sales 
person wrapped up the tie and the 
shopper paid for it. That was the 
end of the selling transaction. Still 
another shopper wanted to buy 
toothbrush. “They are 


a 
down. that 
way,” said the salesperson. “Go and 
get one yourself.” The shopper se 
lected his toothbr ish, brought the 
money to the clerk, and that was the 
end of the selling effort. 

When the 60 men returned from 
their shopping tours they reviewed 
their experiences the effective and 
the ineffective ispects. It was easy to 
understand why it is so often reported 
that approximately 2007 of the sales 
men secure 8007 of the business. All 
too often “sales” people are no more 
than order-fillers. 

The finale was an auction at which 
the shoppers paid $62.15 for the 
items that had cost $103.25. The sug 
gestion selling practice program cost 
Southern States an out-of-pocket 
$41.10. It was a low price for the 
lessons learned : they are used in 
working with the organization’s 700 
agencies which are located in six 


states. 


Not So Wrong 


Warns Clarence Francis of 
General Foods: "Younger execu- 
tives come to me with what they 
think are new ideas. Out of my 
experience | could tell them why 
their ideas will not succeed. In- 
stead of talking them out of their 
ideas, | have suggested that they 
be tried out in test areas in order 
to minimize losses. The joke of ‘t 
is that half the time these youth- 
ful ideas, which | might have 
nipped in the bud, turn out either 
to be successful or to lead to 
other ideas that are successful.” 

—Applied Imagination 
By Alex F. Osborn 
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Engineered for economy, long life, dealer acceptance 
and effective promotion, this Handsomely-Designed 
"*Selmor”’ display promotes extra self-service sales. For 
helpful display facts—write for booklet, ‘How To Select 
Vending Displays." Hinde & Dauch, Sandusky 16, Ohio. 


SHAMPOO 
For Neamal Gily or Ory Hair 


NEWEST GIFT IDEA! 
6 


Bist 
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V.LP. 
DESK CLOCK RADIO 


Model 53D 


A mark of distinetion a handsome 
ippointment for the desk of a Very 
Important Person the smart new 
Motorola “VIP” Desk Clock Radio. In 

ld and silver plasti 

od looking as iti 
1 combination of an accurate, ce 
pendable clock 


Vorck* radio 


finish, it is as 


convenient. Here 


i powertul GOLDEN 
ind a beautiful Parker 
pen ar d pencil set The perle et gilt tor 
an important business executive 


*Registered Trade Mark 


Porsonaliyed 


the name plate may be engraved simply with 
the name of the executive to whom it is 
given nd the date, or ut may bear also the 


name ¢ re mndividual or firm who presents it 


“10@"" 
Botton See Motorola ‘i: ‘Uadio 
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Wanted: More Salesmen 
With Imagination 


The whole future of Reynolds aluminum depends on the 


ability of salesmen to spot new potential applications. 


Hence the emphasis, in sales training, on development of 


curiosity, application of ingenuity, need for the open eye. 


Based on an interview with CLOYD S. STEINMETZ 


Director of Sales Training, Reynolds Metals Co. 


‘Thro ivh 


onstant pioneering in 
MIetals Co 
Louisville, Ky., which poured ts first 

of aluminum in 1941, has so 
its products that 


e $30 million pounds in 


Ses the Rey nolds 


ult demands tor 
t will produ 
1953. Reynolds this year will pro 


duce almost three times as much 


alum num as the entire ndustry man 


ufactured wl 


en the company entered 
the business. 

This near-miracle, Reynolds man 
k to admit, could not 


heen at hic ved thro igh 


agement is qui 
run-ot 
Something spe 


Plain orde I 


merchandising. 
had te he idded 
taking would not do. 
Wi ve h id to select ou sales 
) SOLEN th a keen eve to special 
ibilities Clovd t 
Director of Sales ‘I ‘Atte 
we found men who were willing and 
eager to fight battles in a field where 
vitally 
requirement, we had to 


stemnmetz 


aininy. 


the pioneering spirit was a 
necessary 
them not only in the possi 


bilities of aluminum but to hunt out 


edu ate 


ind find new possibil ties. 


Why These Goals 


ain when we put oul 
held, and it re 
mains the same today, was 


sales force into the 
to expand 
our market through nei’ Uses. We 
ndustry 


had to show many lines of 


how aluminum could be substituted 
for the familiar metals and substances 
they had long used by habit and prac 
tice, but we had to prove the ad 
vantages of this substitution to them 

“Nlore, we had to devise and de- 
velop uses in entirely virgin fields. 
That took thinkers. So it came about 
that in our 
men we tried to convince them that 


indoctrination of sales 


theirs was a chance for adventure 


| 


md discovery and that success in 
find ny new uses would bi ng them 
In portant sales and so their individ 
ial SLICCESS, We told them, ‘Here iS 
opportunity.” ‘Grab it,’ we said.’ 


No new 


ever gets tar in his 


salesn in «fol Reynolds 


indocti nation 
before he hears what the management 
alls, “The Story of the Raisins.” A 
California raisin par king concern, one 
had long held 
ts leadership through the use of an 
dentifiable package. It then 


wdopted an aluminum wrap to keep 


of the world’s largest 
easily 


the raisins from drvin out and be 


omins stale. 


He Was Unhappy 


not chang the appear 
> package,” the company’s 
merchandising advisors insist 
So the old package torn 


overing ind label Was 


outer 
continued 
M th the al LTV I | 
ealed. With keeping 
p oved the comp 

nd 


irefully con 
ibilities m 
iny’s sales increased 
everyone Was happy except the 
fevnolds salesman who sold the a 


} 


> lamented ind wi ing his hands. 


the raisin people consented 
To their amazement, wher 
foil pac kage 


i test. 
ever the new shin ng 


was oftered raisin sales jumped a 
miraculous tenfold! 

Reynolds salesmen march out to 
the trade 
sin ilar stories. 
show what aluminum foils and labels 


butter, paint, 


wars armed with many 


They have figures to 


have done for bee 
pickles 


aw ide Variety of comestibles. 


cheese, candy conserves and 
These salesmen use a two part ar 
gument. One is the 
better preservation of the product 
of taste, favor and aroma; the other, 


story of the 


SALES MANAGEMENT 


We publish a newspaper that sells 
a market of 1'/2 million people 
with 2 billion dollars to spend 


. our newspaper is read in 3 out of 5 
pte homes in Nebraska and Western lowa 


ight when 


wy nN h s dogs 
a Omaha World-Herald 


id showing 
ce See 250,832 daily . . . 258,372 Sunday 
Publishers statement for March 31, 1953 


O'MARA & ORMSBE®, National Representatives 


Home delivered 
in 1141 towns 
wooden 


= gi — Cot a 


iniom of 


find the 


a \ Ame = moving 
problem? 


How? 


The best moving service is AMERICAN RED 
€Ri¢ 
x ts BALL—a complete service! Safe, fast, efficient 
geD BAW yet the COST IS LOWER THAN MOST! Con 


qpaMsil COMPANY , 


sult the V¢ llow pages of your ‘phone direc tory for 
your nearest AMERICAN RED BALL agent! 
FREE PERSONALIZED ESTIMATE! 


Rely on AMERICAN RED BALL 


TRANSIT COMPANY INC 
PIONEER NATION-WIDE MOVERS 


—_— 


n December 
| Vist b ifors j 


OCTOBER 1!15 


any om the moment they arri\ 
Louisville and are housed in 
rokee Inn. Sessions start at 
and run ontinuously until 

m. with a break for luncheon. They 


start on Monday and the following 


week-end they are 


| 


+ 


’ 


flown to Shefheld, 
\la., where a day is spent touring the 


pany’s aluminum plant and_ its 
terhill rod and cable mills. Iexe 
es and 


ou processes. 


1 
trained guides explain 


Product appl ations are a large 
irt of the instruction while the men 
n Louisville. Such subjects as 
ling, finishes, fastening, machin 
are taken up by 
Similarly, time 


sing heat treatable and non-heat 


company 
S viven to 


eatable alloys and their temper des 

tions. 

Films produced by the company’s 
motion picture department, such 

The ‘Tale of the Powdered Pig 
Packaging Payoff,” are shown 

ng with the “Shape of Things to 


Lectures on 


” 


“Developing 


New Products and Markets’ and 
“The Job Ahead,” the latter the 
los ng talk of the series, are 


to get salesmen to think 


design 
more ot 
new fields which may expand the 
market. 

Two primary laws of selling are 
laid down in Reynolds’ plan to ex 
pand the field for aluminum: 


4 Learn 


prospect s needs. 


how an item can fill a 


Find out how its purchase will 
pront hin 
‘There is far 
d ate 
If the salesman fills a buyer’s needs 
he will be remembered a | 
what he sells 
will also be 


follows that he 


more than the imme 


sale in this t 1s pointed out. 
ong time; it 
pronhts the buyer, he 
remembered. It 
welcomed 
that 


the salesman knows his job and may 


long 
W I] be 
again buyer will reason 
be helpful again. 

Indicating the 
ment places on such programs, if 1s 
more key 


executives and product specialists be 


mportance manage 


common to br ng 50 or 


NEED SALES i, SIOUXLAND? 


Contact Our National Representatives NOW! 


Z 
AVS + anced _* 
& oy) $9. pak.) MINN. 


NEBR. ¢ JA. 


POPULATION 

RETAIL GROCERY SALES $ 165,486,000 

GROSS FARM INCOME $1,025,239,000 
(Exceeds 37 States) 


Sate ManaGament 


Che Sioux Citu Aournal 


JOURNAL-TRIBUNE 


|_____The AKRON BEACON JOURNAL_ 


fore the group during the cou 
the sessions. Technical men also 
into action. 

David P. Reynolds 
n charge of General 
fails to take part. Others scheduled 
are bound to be such men as C. F. 
Manning, vice-president in charge of 
Product and Market Sales Develop- 


ment 


vice-president 


Sales, seldom 


- George Perkins, general dire: 
Products and Appl 
ind D. F. Beard, general direct 
advertising. 

\Ialcolm Moody, general d re 
of Market Research; James M. 
Stuart, general manager of Industrial 
Market Sales; and Richard I. Pearce, 
general director of Sales Personnel, 
are others typical of the talent that 


fhirn t 
Pris OU 


Or ot 


for the work. 

Two key words describe Reynolds’ 
objectives: and the fu 
ture. Men who create are forward 
thinking men. Where can aluminum 
be used that it is not used now ? 

Has this plan paid off? 

Reynolds Metals Co. now has as 
sets exceeding $200 million, and with 
its afhliated and 
panies has more than 50 plants in 
operation. A 

pig aluminun 


creativeness 


subsidiary con 


vear ago last January 


capacity was 522 
million pounds a year. Now it is 
rated at 829 million. It has 
nately 20,000 emploves. 
“We work with two things,” 
Steinmetz, “aluminum and 


approx 


Ton 
on 


Depression Babblegab 


“Business is getting an expert 
dose of double-talk: The baffle- 
gab about a sure depression ahead 
(despite all the glorious sales and 
profits . . . } is almost as bad 
as the gobbledegook in the worst 
days of government controls and 
bureaucracy it might easily 
talk us into stagnation. To get a 
whole nation talking of vanishing 
paychecks and dried up markets 
within six to nine months can lead 
to suicidal tendencies. We need to 
drive these fearmongers into their 
cloisters . . . to freshen the con- 
that 


and imagination 


viction know-how, courage 
(plus the cash 
already in all business tills) ap- 
plied to our system of free enter- 
prise will answer all our problems.” 
J. K. Lasser, chairman, Institute 
of Federal Taxation, before a con- 
ference in San Francisco, spon 
sored by Associated Business Pub- 


lications. 


SALES MANAGEMENT 


FORMULA 


What made vou stop to look at this 
advertisement’ Not the hands. not 
the beaker. not the test tube! It was 
color. distinctive high-visibility color. 


wasn tit? 


Switzer DAY-GLO*® Davlight) Fluo- 
rescent: Colors—the Brightest Colors 
in the World—are up to four times as 
bright. visible four times as far as the 
most vivid of ordinary colors. When 
more people see, read and remember 
your advertisements—isn't that a for- 


mula for sales / 


SWITZER BROTHERS, inc. 


"The First Name in Fluorescent Colors” 


4732 ST. CLAIR AVENUE ° CLEVELAND 3, OHIO 


Switzer DAY-GLO” Daylight Fluorescent Colors radi- 
ate living light! May we show you what they'll do 
for your billboards, car cards, displays, direct mail, 


labels, packaging, posters, streamers? Write today! 


Registered DAY-GLO Pot'd 101 Pees 
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2] 14,000 of our employees 


are enrolled in the 


Payroll Savings Plan” 


C. F. HOOD 


President, Lnited States Steel Corporation 


“The response of our employees to the Payroll Savings Plan for U.S. Savings Bonds is 
dramatic evidence of their conviction that Freedom is Everybody's Job, We are proud 
of their outstanding record in saving systematically in “E~ Bonds, in thus adding to 


their financial independence as they give effective support to the nation.” 


Mr. Hood and his associates may well be proud of the thousand companies. large and small, are building 
Steel Corporation's Payroll Savings figures: person fl security and contributing to national economis 
stability by their $160.000.000 monthly investment in 


© LELOOO men and women of LF. S. Steel are enrolled 
) ) LS. Savings Bonds. These Payroll Savers. with their 
in the Payroll Savings Plan in over-all employee Sy > : 
$25 and $50 Bonds. are major shareholders in a huge 
partrerpation ol oo excellent lor a COMpPpany as . ) 
7 reservoir of future purchasing power—the S35 >» billion, 
ive a > ae cel, , 
ash value of Series E Bonds outst wnding. 
e the average monthly investment of a - S. Steel . 
, What is the pl 


vings Plan? The a 


month, these LEL.O00 employees inves nplovees ha 


emplovee partlerpation on 


OO tn personal security 


women, im torty-live 


SALES MANAGEMENT 


Y PRE-CALL SCHEDULE 


Sales Engineer Week Beginning 


| 
WHEN } WHO AND WHERE WHY HOW 
(Company and Men) (Specific Objective) (Strategy) 


Day 


Recommendation 
Made 


AMERCOAT SALES CONTROL 


COMPANY PERSONNEL 
STREET ADDRESS 

ciry 

PHONE NUMBER 


MATURE OF BUSINESS 


TOOLS FOR PLANNING & CONTROL: They need control . . . the device through which the salesman 
not be complicated. If field work is to be most ‘keeps score’. The four boxes at the top provide a 
effective, there are two indispensable forms. One is continuous reminder that each sale has a ‘pattern.’ 
the Weekly Pre-Call Schedule (top). It includes two As each of the steps is taken, the sales engineer 
columns not usually found on a salesman's work-plan enters the date. At a glance, then, he knows his 
sheet: one in which the salesman notes the specific next move. Amercoat experience indicates that a 
objective of his call, and one in which he makes notes sales engineer's volume almost always develops in 
about his proposed method for reaching his objective direct proportion to the number of sound recommen 


The other (below) is the medium for routine sales dations he puts into circulation. 


Wanted: More Creative Selling 
For Products Sold to Industry 


V. Organizing for Efficient Industrial Selling 


If the industrial salesman is to earn the best possible return L-cleomsely _~ j sales ip 
are the men who understand the in 


on his time, he must be taught three things: To plan on partonce <i erepe advance work 
° e e - planning 

whom he is going to call; to decide in advance what he yg 

proposes to accomplish on each call; and to reason out =" Pe calls where something, bene 


ficial happens—calls where the sales 


the sales strategy he will use to attain his objectives. 4" obtains an order, or makes son 


measurable progress in the direction 
of getting an order at a future date. 


If a man cannot organize his think 


ng sufficiently to put his ideas down 
BY ALAN E. TURNER * Late President, Amercoat Corp. on paper, he can never properly direct 
In collaboration with A. R. Hahn, Managing Editor his thoughts toward the desired sales 


result when he is face to face with a 
ustomer or a prospect. 


OCTOBER 15 


? 
OPENING A NEW RETAIL OUTLET’ 


The bre 
iwestment showed : 
oft the day spent 
Vs planning vathe 


gy upon whom to call. 

5 2% ot the day spent 
iterviews: getting 
awe and waiting 
ng illed upon 


iF for the | 
persons being 
the day spent 


[ 
' 


2 ( 


YM. of 
selling. 
Obvious! the 
calls aon 
vy will depend, to ila 
nm ad 


numbe 


wm can make 


on his ability to pl in 
t down the time spent 

ia ind the time spel 
; ind Waiting ind 


ore than fi 
t this varies 
tft means a tot 
Howeve 


ind nport 
need to be alled on 
than once 


OF 242,200 QUAD-CITIANS 
LIVE ON THE ILLINOIS SIDE 


ROCK ISLAND ¢ MOLINE e¢ EAST MOLINE 


THEY READ THIS 


THEY READ THIS 
NEWSPAPER 


NEWSPAPER 


Fre MOLINE 


Ze ROCK ISLAND § 


Represented by Allen-Klapp Co., New York, Chicago, Detroit 
SALE MANAGEMENT 


Ops 


V pro} 


( all objec 


| oO reason out 


} 


achieving 


how 


the 


A BASES-LOADED TRIPLE 


“ARMY TIMES. 


it 


n effective 


AR, _.0f- . 
FORCE” : ™ 
TISAES * 


, 
asl step 
Ss 


ot the sales enginee 


development ot 
(); A 
basic 


lt 


reanization 


the 


| basi 


list. more urately 
“prospect and SUS 
is a product ol 


Vous 


“ ide 


<= 

3 WAYS 
The Army, Navy and Air Force 
are the 7 billion dollar consumer 
market your ad covers with one 
wallop when it appears in the 
Network of Weekly Service 

Newspapers. 

Greatest Service Coverage 

Lowest Cost Per 1,000 Readers 


appl cation to 


ads 


ilmost every 


hected 


} 
i 


generally, 


ck 


marks a sus sales 
Howevei 

uspect unt | the 
o determine whether 


tol 


factory 


Ve CAL 
salesn an 


a 
been able 


t 
t 


has 
the Company 
the product or service ottered. 
look 
its own point 
show ny application 


(A 


has an actual need 
fron 


by 


the 


t specifically 
ot \ 


Let's at 


An Cre 


0 vie 


we are discussing. remind 


W ho Way 


les 


OTTOSLION ¢ 


} 
o the ‘ 
' . 
tollowed earlier ar n this series 


An ercoat sells 
It is possible that 
ot 


ontrol prod 


nt 


mnvestigation 


elop t 


ARMY TIMES 
AIR FORCE TIMES 
NAVY TIMES 


(All Members: Audit Bureau of Circulations) 


nrorn 


he 


ono 


the 


t has no corros 


1. The 
contamination problem ; 
iv | 


SUSpec 
that 


one that 


stl h a nino 


| 


Pp oblen NM 


la 


there i rite in 


\men 


HOME OFFICE: 

3132 M St., N.W. WASHINGTON 7, D.C. 
Branch Offices in: NEW YORK - LOS ANGELES 
PHILADELPHIA- SAN FRANCISCO- CHICAGO 
LONDON - PARIS - FRANKFURT - TOKYO 


oat. 


“Suspect” a "Prospect''? 


av be a substan 


sufhcient 
lh) 


prodt 
} will 


oble 1 


under 


1} 


Lhe 
alk 
ten less 
Note the difterence | 


vi} 
tia 


Du contro 


t 


for Name Plates 
that help sell! 


t 
Amerce 
high 


the ise OT 2 ‘ 
expensive than nat 


vetween 
“ENPENsive ) Amercoa 
sal h oh }! Cs 1 as on 
th con entional 


NSIT only when 


8) 


ysten 


ie ell. 


t 


ay be one whic 


\ ¢ 


» problem n 
factors su h as h oh femperi 
h 
h 


} 
Hie 


Can 
An ( 
h 


1 
ds, wh 


certain 
combatted wit 
ij wry pi 


We 


ol “aC 


| itely 
time, oduct 


mifations 


‘COUTNZE then 


vuayve thereto ea 
ny compan Or reasonai 


siZC that s engaged 
t 


‘re the re is the poss b | ty « 


nation proble 


1 pri 


nto have 


sion or a contan 


¢ 


pe { 


a CO 


mportance 
know 

ontamimnation 
Amer 


] 
Ol 


\ 
ompany 
problen 
Spec {) 


the 


} 


Wil sa 


} t 
} Oa 


+ 


oT which 


likely 


the ont 


\ } 


rhe 


to he ] 


esults 
Some parallel definition of 


“pt houl 


SHOU 


CHICAGO THRIFT—ETCHING CORPORATION 
555 N. Sheffield Ave., Chicago 22, Ill, Dept. J 
SUBSIDIARY OF DODGE MANUFACTURING CORPORATION, MISHAWAKA, IND 


ospects 


t 


inl 


OCTOBER 15 1953 


na line ot bus 


BUT. IT TAKES ONE MORE 


= ARMY TIMES 


* 
¢ 


* . 
AIR FORCE DALY 


FORA GRAND SLAM 


For the extra score which gives 
greatest Armed Forces coverage, 
smart advertisers add Air Force 
Daily (European Edition) to 
their schedules. AFD parallels 
the sweep of AFEX (Air Force 
Exchange) System; acts as your 
trade journal and newspaper. 


Get advertising rates mm nearest office 
AIR FORCE DAILY 
an 
ARMY TIMES PUBLISHING CO. 
publication 
LONDON OFFICE 


102 Park ST., W. 1, LONDON 
~ 


HOME OFFICE: 

3132 M St., N.W. WASHINGTON 7, D. C. 
Branch Offices in: NEW YORK » LOS ANGELES 
PHILA DELPHIA+ SAN FRANCISCO. CHICAGO 
LONDON - PARIS +» FRANKFURT + TOKYO 


t 


h 


i 
“~ 


. 


\ 


It's the “BEST 
TEST MARKET IN 
THE MIDWEST”. . 
say advertising 
and agency exec- 
utives in all 

S. M. Surveys. 


is 


le 
a 


Enjoy this superlative 
resort ata 


Low Group RATE 


There is no finer place to hold 
group meeting—this magnificent re 
sort hotel with every facility and a 
resourceful staff. Superb food and 
service. Golf on championship 
courses (playable two thirds of the 
time during winter). Swimming in 
indoor pool 

Now you can enjoy all its advan- 
tages during the winter at an all- 
inclusive group rate which covers 
room, meals, golf, swimming, Old 
White Club, me« ting rooms, gratui- 
ties to dining room personnel, maids, 


bellmen on arrival and departure. 
. 
. 


qitective Nov 23, 1953 to Mar 14, 1954 


oa) i rf per 7 I q) per 
person, person, 


per day, double per day, single 


Te D, weonlst0r 


WHITE SULPHUR SPRINGS 
WEST VIRGINIA 


Overnight by C & O streamliner from prin- 
cipal eastern and midwestern cities 
White Sulphur Springs 110 
White Sulphur Springs 166 
Or inquire of Greenbrier Offices in: 
New York, 5SS8 Fifth Avenue « JU 6-5500 
Chicago, 77 W. Washington St. « RA 6-6025 
Washington, Investment Bldg. « RE 7-2642 
Boston, 73 Tremont Street « LA 3-4497 
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veloped by each ompany that seeks 
to stimulate more effective work 
organization by its field sales repre 
sentatives 

The next logical step is the con 
pitetion of orderly prospect lists 
‘These, later, can be separated into 
two parts: a basic call list, and an 

ive call list. We'll come back to 

dea. 

How do you build a prospect list ? 
Has yours “just growed”? Are you 
sure your prospect list has kept abreast 
of the tremendous growth of new 
plants during the last five vears? 
Perhaps a complete recheck of. pros 
pects would uncover a multitude of 
new sales opportunities. 

Most states publ sh an industrial 

listing the manufacturers 

thin their boundaries by industrial 
classifications, Most local Chambers 
of Commerce issue similar directories. 
Dun & Bradstreet provide 
clues to the size of the manufacturer 


| stings 


as well as to the nature of his opera 
tion. The Thomas Regtster of Amert 
can Manufacturers is indispensable. 
If you do not know Mac Rae’s Blue 
Book and the Conover-Mast Purchas 
ing Directory, get acquainted with 
them. Many business papers publish 
excellent directories of manufactut 
ers:in their respective industrial field 

{sk your business paper editors about 
your fist problems. All of these 
sources, as well as trade associations 
and similar groups, should be utilized 
in searching out your prospects and 


build your basic call list. 


SuUSpPeE ts 


Identifying the Prospect 


Now about the basic call list: 
very salesman should have, tor his 
own territory, a basic call list which 
includes all of the con panies he n 
evel hope to serve. It should be 
piled by a careful analysis of the ; 
starting with the industries that 
up the 
whatever that market may be. (In 


companys) primary market 


oul ase, tor example, we art with 
Chemical, Food, Petroleum and Pulp 
& Paper. Your list will different. 
Then add other industries where 
needs for your product or service are 
likely to entstf. 


total number of names on this 


Do not be concerned 


yrows and grows; if should, 
should represent the maximum po 
tent al nn ear h area | ron all or these 
names vou sele i 
The active call list ‘| his s the 
group on which the salesman intends 
to call regularly. It consists Of ¢ 
tomers and accounts assigned by the 
house; a substantial number ot known 
prospects ; and a reasonable n imibe 


ot suspects which. one by One in 


be eliminated or qualified definite 
prospects by the man on the ground. 
This is the basis of efficient terri 
tory operation. The next decisions to 
he made concern the frequency of call 
on the plants on this active call list, 
nd some reasonable estimate of the 
all time requirement. Naturally 
ounts of biggest potent al are 

ot calls. 
| hen omes the er vel s( hedule set 


ssigned by highest number 


ip in “swings to cut cross-country 


hopping, switch-backs, wasteful jun 
keting, and 
boundary of the territory to another 
; The objectives be 


planning are to 


goose chases from one 


lo summat 

h nd this type 
travel time to a minimum, to 
conserve the sell ng hours tor sales 
ty, and to maintain cost-per-call 

it'a minimum consistent’ with sound 
and productive operations. It might 
be well to stress the fact that the 
number of calls, alone, a salesman 
makes, signifies | ttle. What’s impor 
tant is how much he accomplishes on 


the calls he makes. 


About Sales Control 


A very simple form will serve as 
the salesman’s tool for his weekly pre 
all planning. It needs only four col 

Dates, Who and Where (con 
pany ind man), Why (objec tive to be 
wccomplished ), and How (strategy) 
The last two column-heads may come 
is a Surprise to many sales managers 
who have worked for vears with a call 

hedule which notes only dates and 
ompany names. Yet they are the 
essence of the whole philosophy or 
eficient well-organized ndustrial 
selling activity. 

\ga n, reterring to Amercoat mere 
ly to provide the example: Under 
“Why.” a field man setting up his 
weekly work schedule might note: 

To qualify a suspect. 

“To establish and isolate a prob 
lem with the prospect. 

“To set up a test. 

“To attempt to close a previous 
recommendation. 

‘To check on current satisfaction 
with products already in use.” 

seems to me to be urgently nec 
rv for each salesman to answer 
with the utmost clarity the questions 
his plan sheet. If he leaves his 
sions about what to do with his 
gets into the prospect's 

» odds w I] be agaist him. 

In addition to the form tor work 

planning, a simple sales control re 
Il be necessary. Its pus 
pose ] re ord calls, progress Bi ide 
generally, te » keey track 
of the developmental stages otf work 
with the account. One should be kept 


on each and, 


SALES MANAGEMENT 


by the salesman te) 
prospect (not 
-all ] st. A san ple ot 
se for this pu 
121, with 
ing the head nys. 


We come, finally 


work organization whi 


suspe ts 


pose 


ipt on 


mation, has tar too 

all analy 

1ob. The 
| 


iverage salesman } ned to en 


the need for consistent | 


s by the salesn al 


in’ much $b vsis and. selt 
t sm with the objective of help ny 
himself to learn from experience. But 
many can be persu ided to do so it the 
potential benefits to them are clearly 
expla ned, This s 
men to do: 

After vou have made 
is soon after as poss ble 
post call clinic with vo 
the interview; who said what and 
what point in the presentation ; 1 
conduct the review 
quence. 

“Tf you accomplished your objec 
tive the review will usually reveal 
how and why you accomplished 
will add to your confidence and re 
assure you that the prin iples the com 
pany has developed for you are sound 
If you failed, an honest appra sal will 
likely 
the track and the things you should 
avoid in the future. “To make the 
learn trom both ac 


All good 


indicate where you went. off 


vreatest succe 
on pl shments and failures 


men do just that 


In developing such a 
work-organization tor n 
pany, I’n 
nothing original about 
All of the techniques are 


aware that we 

any ol the 
deas in it. 
protession il sales Manage 
What we've tried to do is 


to P ill together the Dest deas. to co 


known to 
ment men 
ordinate then and to develop trom 
them a workable program to lift the 
level of industrial salesmanship. 

t has worked. It 


It has built re 


lon us, at least 
has kept us prowing 


pect tor s indust 


of our thinkin 


needs of other ndust! 


: 
\ 
are proud to be able to 


tribut on to better sell ! 


This is the fifth and last of a group of five 
articles. Beginning with the issue of August 
15 ana running in each consecutive issue 
the sub-titles were Better Selling Begins 
with Top Management How to Classify 
and Evaluate What You Have to Sell 
Finding the Men Who Can Influence the 
Sale"; and "A B C's of the Selling Process 
See page 148 for information about reprints 
of these articles.—The Editors) 
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QUALITY carries the ball! 


World’s Champion Professional Foothall Team in 1915 and 1951, 
the Los Angeles Rams enypoy the enthusiastic support of thousand 
who crowd Memorial Coliseum every season. Their fine team spirit 
and hard. fair play have won not only a loyal following but Con 
ference ¢ hampion hips in MODS. L9VO, P9OSO, and LOST. With a roster 
of past and present player and coaches that reads like a foothall 
Hall of Fame. the Rams have a reputation for playing good football, 


exciting football, and above all. port manlike feam football. 


Knowine that only the best components can make the best team, 
the management of the Los Angele Rams seeks the best in every 
detail. The Rams put quality behind their team by using Strathmore 


Letterhead Papers for all busine 


corre spon nee 


A letterhead ean express the spirit ind coordination 
team too A letterhead on Strathmore alway ay quality 


indicates integrity and good taste. On your next letterhead order per 


ify a Strathmore paper for its outstanding character and Ippearar 


STRATHMORE 


VAKERS OF INE PAPERS 


Prominent Users of Strathmore Letterhead Papers: No. 107 of a Series 


12 


Strathmore Paper Company, West Springfield, Massachusetts 


5 


25 Traits 
Of Successful Salesmen 


BY DR. BEN FRANKLIN BILLS 


Franklin Bills Associates*, Management Consultants 


er ¢ pro 
They mesh 
thinking ilesmen | 
1 
of thei e prospect but throu 
hin if those less | 
sO t 
salesmen do not mem 


‘| hey organize then 


in the ordet ot 


prospe ts 1 / \W hen the prospe 
tional chokes 


en “choke nt 
contagiou KNOW 
thes at two confi 


1 not 
can on dwell 


They le velop 


ition he tore 


the 


rapo tion 


They Develop Nods 
nmsted horns wit 
Bir \ lk tovether 
thy if ( ( then 


When the 
; its 
When t} ! J ha 


we to a 
| | salesmen 
wronn 


They Are Consultants 


ilesmen Muy for 
then prospects nt ) . is anothe 
re more consultants than sol | 
Phey run the marathon l [ 
ya permanent istomer j winding hin 
ithe than the I 
} 


Homer any cle | 


salesmen urge hin 


salesmen do 
the competite 
e the good, 0. When the 

ye yt Negat v ishes 
salesmen ex I salesmen fay . Lhe 
! | ) 107 1 n arguing why. ” *\ the prospect intil thes 
ind i rs ‘unste: 1] 
mood in wh 


the dilemn 
the t Me of 


t 
rt 


ia of acknowlede 
oushing and not a 
that |) 


ye some id sclosed ob 


| ( 1 salesmen when 
! } i! . | l Prospe t Ss a Normal ntro . il til salesmen 
minded rmyals mind luce the possibil tv of thei propos ‘re objections to be 
onals , mit ; 1 tion and its ippeal by the illustrations r. they a knowledg 
Linpulse I hd nN of comparison na \ the interences - 
t-munded | suggestion. They de 
Negatives ru ! ry valu 1 what they 
sushers | 4 How 
Consequently ’ . 


rue t one 
velop the pi I 


proo show 
propose they 
Reasons ot by 
| banat \ establish its ce ul ; il salesmen 
ike the sll it ft Where When \ ho ncere obye 1OnIS, When 
t ton-notcl 


. 4 } TCH salesn 
How.” hey tel] ful equest the source 
ite “Where. They eason 


otes of Contirmation 


| salesmen prove 


SALES MANAGEMENT 


Idea suggested by GENE COFSKY 
Monroe Greenthal Co., Inc., New York 


In Chicago, it takes 2— 


for the long pull! 


No single daily newspaper reaches 
even half your Chicago-area pros- 
pects. It takes Two. For greatest 
unduplicated coverage, one must 
be the... 


CHICAGO 


‘/SUN-TIMES 


211 W. Wacker Drive, Chicago * 250 Park Avenue, N. Y. 


READERSHIP CONCENTRATED WHERE MOST OF THE BUYING IS DONE 


REPRESENTED BY: SAWYER FERGUSIN-WALKER CO., LOS ANGELES, SAN FRANCISCO, PHILADELPHIA, DETROIT, ATLANTA © HAL WINTER CO., MIAMI BEACH 
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Like Finding Money 
In An Old Suit! 


and it Kee} list alive whic 


part or ali of their maintenance 


I] te 
in list-rental 
1 the course fa year 


GEORGE R&. BRYANT CO. 


75 East Wacker Drive 
Chicago 1, til 


GEORGE R. BRYANT CO. 
of NY_INC 
595 Madison Avenue 
New York 22, NY 
Member National Councal of Masling List Brokers 


MANAGEMENT looks 


to the ACCOUNTANT 


ooo fer 


dred of re¢ ord-kee ping, 


advice in the 


reporting, insurance and 
£. Sen ’ he 
finance. m= ale 

a sale’’ 


CIRCULATION 
63,066 
ABC 


— America’s foremost accounting 
and financial management magazine 


270 MADISON AVE 
NEW YORK 16, N.Y 


PHOTO-REPORTS 
ON PRODUCT APPLICATIONS 


Nationwide organization of 500 capable Photo 
Reporters provides effective way to obtain on 
location photos, case histories, stories and re 
leases 

For more information write or phone 


SICKLES PHOTO-REPORTING SERVICE 
38 Pork Place, Newark 2, N. J. 


| hey de line the bu 


tid sproving the prospect s 


rest case. 


2) Successtul salesmen 


lose before trving to close, “They 


make certain that the light to close 


shows green. 


4, In thei 


salesmen are not high pressure. But 


losing successtul 


they do exert firm pressure. 


5. Successtul salesmen = close at 


firmatively by utilizing, one at a time: 
Summation; Dramatization; Recom 
mendation They check the success 


these closes \“ th al as 


sumption an assumption of action 
with the remaining discussion con 
fined to the details of its execution. 
When the prospect does not say “Yes” 
to these closes, persistent salesmen 
command either of these “close-ins” : 

Isolating the sole objection, and 
eliminating it. 

Establishing that the  prospect’s 

No” is in truth a “Yes” to less 
desirable alternatives. 

In these ways, and hundreds more 
successful salesmen make good tor 
themselves, for thei companies, for 
the economy of their trading areas 
and for the prosperity and security ot 


Ame Ca, 


Sales Manager's 
Bird Cage 


producer. 


SWINDLE-SHEET SIDNEY ... THE CHEATING COOT 


Specializes in imaginative expense account padding 
If this salesman would put as much creative effort 


into selling his prospects he might soon be a top 


SALES NANAGEMENT 


Open For Business 


One of the first needs of any company is its stationery heralding 
the fact that it is “open for business’. From this point on, paper in 
many different forms becomes equally indispensable to the success 


ful operation of the business. 


Leading makers of stationery and other paper goods, recogniz 
ing management's important influence in the selection of their 
products, advertise regularly in Business Week to accelerate their 
sales volume. These advertisers know that in Business Week they 
regularly reach a higher concentration of management men, at less 


cost, than in any other general-business or news magazine. 


That is why, during the first 6 months of 1953, 44 advertisers of 
stationery and paper products placzd 118 pages in Business Week 
79 pages more than they placed in any other general-business 


or news magazine. 


IN BUSINESS WEEK WHEN 
NFLUENCE MANAGEMENT MEN 


BUSINESS WEEK 


30 WEST 42ND STREET, NEW YORK 36, N 


These Advertisers of Stationery and Paper Goods 


Reach Buyers through Business Week 


Kalamazoo Label C« 
Kimberly Clark Cory 
Marathon Corp 

The McBee Co 

The Mead Corp 
Mosinee Paper Mil 
National Blank 6 
Nek a Edward 
Nichols Paper Pr 


Nox Rust Che 


AROUND 


ISOL- 


FLY to your destination 


DRIVE to local calls 


in a Rented Car from 


NATIONAL 
CAR RENTAL SYSTEM 


Try this modern travel combination on 
your next trip! You'll have more time to 


do business and more time at home 


Ask your airlines ticket agent or travel 
agent to teletype reservations for a rented 
car to the NATIONAL member at your 
destination. The courtesy, service and de 
pendability of National Car Rental System 
ire making it the tops in personal trans 


portation service 


Located in all principal cities, here and 
abroad, NATIONAL Members are anxious 
to serve you with clean, easy-driving late 
model cars, in tip-top condition, filled with 
yas and oil the best in car rental service 


all ways! 


city MEMBER'S NAME 


ABILENE Texas 
ALBUQUERQUE Mm 


ANTWERP Beiqum 
ARLINGTON 
ATLANTA G 
ATLANTIC CITY © 
AUGUSTA Ga 
AUSTIN, Texas 
BALTIMORE Ma 
BARTLESVILLE OF 
BATON ROUGE La 
BEAUMONT Texas 
BIRMINGHAM Ala 
BOGOTA Colomma 


CAMBRIDGE Mass 
Canton O 
CARACAS Veneiueia 


CHATTANOOGA, Tenn 
CHIcaGo i 
CINCINNATI O 
CLEVELAND O 
coLumBia $C 
COLUMBUS Gs 
CORPUS CHRIST! Texas 
CUMBERLAND Ma. 
DALLAS Tesas 
DAVENPORT tows 


DETROIT, Mich 
DUBLIN. Iretand 
EAST ST LOUIS, 
EL PASO. Texas 
ERIE, Pa 
EVANSTON tH 


GALVESTON, Texas 
GLASGOW Scotiand 
HAGERSTOWN Ma 
HARLINGEN Texas 
HARRISBURG Pa 
HARTFORD. Conn 
HIGHLAND PARK NW J 


INDIANAPOLIS Ing 
JACKSON Miss 
JACKSONVILLE. Fla 
JERSEY CITY WA 
KANSAS CITY. Mo 
KINGSTON Jamaica 
KNOXVILLE T 
LINCOLN Nebr 
LIVERPOOL. Engiand 
LONDON England 
LONG BEACH. Cait 
LOS ANGELES Cait 
LOUISVILLE Ky 
LUBBOCK Texas 
LYNN Mass 
MADEIRA BEACH Fla 
MANCHESTER WOH 
MEMPHIS Tenn 
MIAMI Fla 

MIAMI BEACH. Fla 
MIAMI BEAC 
MIAMI INTL 
MIDLAND. Tex 
MILWAUKEE Wis 
MINNEAPOLIS ST PAUL 
MOBILE Ala 
MOLINE ti 
MONTGOMERY Ala 
MORGANTOWN. W Va 
NANAIMO 8 C 
NASHVILLE 


ORLANDO Fi 
PARIS. France 
PASADENA. Cait 
PEORIA tH 
PERTH AMBOY. WJ 
PHILADELPHIA Pa 
PHOENIX Ara 
PITTSBURGH, Pa 
PLAINFIELD WA 
PORTLAND. Ore 
PROVIDENCE 
RICHMOND Va 
ROCKFORD. tii 
ROME. Italy 
ROTTERDAM Hotiand 
ST LOUIS. Mo 
ST PETERSBURG Fia 
SALISBURY Ma 
SALT LAKE CITY Utan 
ANGELO. Texas 
ANTONIO. Texas 
DIEGO. Cait 
FRANCISCO Catt 
JOSE. Cait 
PEDRO Cait 
SANTA MONICA Cait 
SARASOTA Fia 
SEATTLE Wash 
SHREVEPORT La 
SILVER SPRING Ma 
SPOKANE Wash 
SPRINGFIELD Mass 
SPRINGFIELD M 


TORONTO. Ontarve 
TRAVERSE CITY Mich 
TULSA Oble 
TUSCALOOSA Als 
VANCOUVER 8 C 
VAN NUYS Catt 
vicTORIA BC 

WACO Tesas 
WASHINGTON OC 
WEST PALM BEACH Fis 
WICHITA Kan 
WILMINGTON NOC 
WINSTON SALEM WC 
YORK Pa 


TELEPHONE 


Write TODAY for a National Courtesy Card to 


NATIONAL CAR RENTAL 


1209 Washington e St. Louis 3, Mo. 


SYSTEM, 


Who Should Pay the Ad Agency ? 


Sampling by SM of leading corporation executives shows 


present system based upon discounts by media sellers 


preferred, despite faults, over suggested method of giv- 


ing agencies a percentage of advertiser's sales volume. 


> advertising agency serves 
it should be paid by the 
than by the media seller. 
As a theory that sounds unassailable, 
and so it is only natural that the old- 
established system should be attacked 


trom time to time. 


the ( lient 


client rather 


The fee system, for exan ple, has a 


number of strong devotees among 


clients, and Is 


both agencies and 
widely applied in the form of a mini- 
irantee, particularly in the 
case of the relatively small advértiser 
dealing with the large 


mum g 


relatively 
agency. 
Recently there has been consider 


able publicity about a new plan de- 
1 pushed by Emil Mogul, 
president, Emil Mogul 


Inc., New York. 


veloped 


Company, 


The Agency Would Gamble 


is this: 


The Mx 9 il plan, l b eT 
The agency earnings should be a per 
centage, mutually agreed upon, of the 
volume. There might be 
guarantee, but the real 


the agency 


client’s sales 
a minimun 
earnings of would go up 
or down with the client’s business. 
Any discounts or commissions re 
ceived by the agency on space or time 
redited to the client. 
Mogul has two clients with whom 
he is working on this basis and one, 
Rayco Mfg. Co., has a 36° increase 


would be 


n sales. The agency con pensation IS 
to what it would have 
billings had been $1 mil- 
lion under 15° plan. 
Actual spendings were around $800, 
000. Both Mogul and the client say 
they're happy. 

Is such a plan feasible? Would it 
be an improvement? Would it work 
in some companies but not in others? 

SM_ interviewed leading sales ex 


M ddle 


LI 
eq ral rougniy 
received 


the customary 


ecutives n the East and 
West. 

They take a dim view, Not only 
does the present system work satis 
factorily (even if it is somewhat 
logical), but the Mogul plan as 


sumes, incorrectly, that the effect of 
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advertising can be isolated from the 
many other sales tools which are used 
by every advertiser. That is seldom 
possible. 

J. A. Mcellnay, vice-president of 
Sales of the rapidly growing Ray-O- 
Vac Co., Madison, Wis., 
SThere are too many factors con- 
tributing to sales fluctuations other 
than advertising, which frequently 
may result in the agency having to 
exert great effort when volume is 
low. On the other hand, 
surges in business not followed by in 


Says: 


unusual 


creased demands upon agency would 
be to thei advantage. 
sut I don’t believe 


would offset each other. 


the savings 


Flat Fee Good in Theory 


flat fee 


to ‘recommend it. It avoids bias in 


n theory has " uch 


favor of space and time, and provokes 
more open-mindedness toward mer 
handising and P-o-P materials. But 
flat fees are conspicuous and likely to 
be a prime target when retrenchment 
Frequently they 
lead to wrangling between client and 
agency. 

“Tet’s keep searching, but 
better 
present system seems adequate and 


is being discussed. 


until 


something comes along the 


fair to both parties involved.” 
The top sales officer of one of the 


nation’s leading ait 


systems makes the big point that ad 


transportation 


vertising is only one part of the sales 
tivity. 
“And unless advertising can be 
clearly 
personal selling, sales promotion, dis 
plays and direct. mail segregated 
both as to effort and there 
can be no justification for such a pro 
posal. 

“In addition,” this experienced ad 


vertiser points out 


segregated from such things as 


result 


“there is no com 
mon approach to the use made of an 
agency SEE Vite some corporations 
make extensive use of agency research 
analytical and economic staffs, while 
others use them purely for the pu 


pose of writing and illustrating ads. 


-“» 


(Editor’s note: Mogul doesn’t recom- 
mend any fixed percentage of sales. 
The figure mutually agreed on would 
take cognizance of the kind and 
amount of service rendered by the 
agency. ) 


Advertising Overvalued? 


“Furthermore, a great deal of cor 
poration advertising today is not in- 
tended to have a direct result in sales, 
particularly in the case of public util- 
ity, transportation and service corpor- 
ations where advertising is used as a 
public relations medium. 

“These premises lead me to the 
conclusion that the Mogul plan is 
unsound and in a sense overvalues the 
effectiveness of advertising at the ex 
pense of other and sometimes more 
important pieces of the merchandising 
pattern.” 

Another Sales, 
this one representing one of the top 


vice president of 


names in the office equipment. busi 
ness, wouldn’t vote to give any out 
sider a percentage of his company’s 
sales volume. “I’ve asked a number 
of my friends about it, too. None of 
them wants to get mixed up in such 
a th ng. The present method of com 
pensation seems to have worked satis 
factorily for 


agency over 


ourselves and for out 
a period that stretches 
back many, many years.” 

In the rapidly growing electronics 
field a Midwest sales executive pre 
fers continuation of the generally aC 
cepted present basis of agency com 
pensation. He shudders to think of 
the amount an agency would have 


it had 


of the astronomically increased sales 


received if a fixed percentage 
volume in his expanding business. 

An officer and director in the meat 
packing 


business is ‘definitely op 


posed,” 

W. J. Webb, sales manager of 
Evinrude Motors, Milwaukee, doubts 
that the suggested plan would be fair 
to the agency. “Under the present sys 
tem the advertiser can forecast accut 
ately his advertising costs and the 
agency its income. But if the agency 
bases its income on sales percentage 
it would be taking the entire gamble, 
which I believe unfair and unsound.” 

SM received a number of other 
comments by personal interview, wire 
and telephone. They added up to the 
samplings quoted above: The present 
system works to the advantage of all. 
Why change? 


A BALL PARK FULL OF 


PROOF OF READERSHIP 


Photo at Comiskey Park, home of the Chicago White Sox 


‘ 


Here are facts 


... Mot claims based 
on “what folks say!” 


434 feet proof of readership 
circle all bases and then 
some at Comiskey Park, 
Chicago. Each 814” x 11” sheet 
has 20 names (with firms and 
titles) of readers who took 
known action —all from.a sin 
gle issue! 

No name left out no “pick 
ing for quality”...just known 
facts of reading 


Why not “make us prove it?” 


seeing is believing” we'd 
welcome an opportunity to 
show this proof to you in per 
son so you can check every 
name on this 434 feet of proof 
(if you've got the time!) so 
you can decide for yourself 

Just write us, “Come on 
over, bring the proof” and 
we'll be there 


Tn) 


4 Mh 


L 


cla i 


Witty 


4 4 
ee 


9984 
KNOWN READER ACTIONS 


from a single issue of 


CHEMICAL PROCESSING 


AMAZING? ...Yes, itis ... yet such reader action is the logical 
result of EDITORIAL LEADERSHIP plus truly EFFECTIVE CIRCULATION 
COVERAGE.* 


It is amazing only in comparison with “proofs of readership”’ 
usually offered advertising buyers. 
No other chemical magazine has ever submitted such over 
whelming, indisputable facts of reader interest...of reader action 
This is a new kind of “readership study”. . . which surpasses 
all others in 
a. Quantity of sample 
b. Soundness of technique 


This is an Aupit of the KNOWN FACTs of reader performance, the 
direct result of readership. 


How is this audit made? . the copy at left tells the story 


SALES MANAGEMENT] 


THESE “AIDS” 
WILL HELP, TOO! 


Ask for any ...orall... 
there’s no charge 


How to Buy Better EDITORIAL VALUES — 
Answers to 37 questions every 
advertising buyer should ask. 


How to Buy Better CIRCULATION VALUES 
—Answers to 23 questions 
that puzzle advertisers. 


3 AUDIT OF KNOWN READERSHIP —a real 


“readership study”. . . built with facts. 


fo men who manage 


CHEMICAL 
PROCESSING 


PUBLISHING 


PUTMAN PUBLISHING COMPANY 


111 East Delaware Place, Chicago 11, Illinois 


Publishers of: Food Processing 
Food Marketing « Chemical Processing 


New York * Cleveland * Detroit * Rochester, N. Y 


St. Louis « Los Angeles * San Francisco * Portland 


mB P| 
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Sample No. E-56 
Size closed 
3” x 44%” 


Mot Just during 
the Holiday Season.... 


but all through the year, give memo books to 
your customers—distribute them at meetings, 
conventions and your trade shows. Have your 


salesmen give them out on their calls or insert 
them with your mail. 


With your ad gold-stamped on the front cover 
and additional advertising copy printed on the 


inside of the cover, these memo books put your 
name right in the hands of the people you want 
to remember you. 


Available in various colors and grains of gen- 
vine and imitation leather. Tell us how many 
you can use and we'll send a sample and give 
you full cost information by return mail. 


ADVERTISING CORPORATION OF AMERICA 
TWO PARK AVENUE « NEW YORK 16 


Factory 


e Easthampton, Massachusetts 


Readers’ Service Can 


Furnish These Reprints 


PLEASE SEND REMITTANCE with order 
to Readers’ Servico Bureau, SALES MAN 
AGEMENT, 386 Fourth Ave., New York 16 
N.Y. Reprints may be ordered by number. 


REPRINTS 


! Common Weaknesses in Sales 

ion, | ( L. Lapp Price 10 
278— What Distributor Salesmen Want 
Most in Meetings, by Louis H. Brendel 


Price 10 


277 How to Determine If Your Prod 
uct Can Be Sold Door-to-Door, by Nor 
man Brucks Price 25¢ 


76—Why Price is 10th in Buyer Pref 
erences, by David Markstein. (Price S« 


27 It's No Time for Buck Fever 
When the Buyer Says, “How Much?” by 
W. C. Dorr Price S« 


274— Babies Mean Business, by A. R 


Hahn. (Price 25« 


273-——Cost of Salesmen in the Field 
Up 25° Since 1950, by A. R. Hahn 
(Price 


132 


Commandments for Sales- 


Jack W Thompson Price 5c) 


s I Dislike! by Ray B. Hel 


Canco Now Trains with Seminars 
for Salesmen, by John H. Caldwell. 
Price 10¢ 


269—Don't Be a Half Failure! by 
Philip Salisbury and Arthur A. Hood 
Price 10¢ 


> 


68-—It's Good Management to Keep 
Tabs on Your Competition, by Richard 
C. Christian. (Price 10¢ 


267—20 Ways to Show Salesmen You're 
the Man to Be Their Boss, by William 
I. Tobin Price 10 


266 Westinghouse Sales Engineers 
How Thev’re Picked and Trained, by D 
W. MeGill Price 10« 


264—12 Types of Salesmen I Detest, by 
Henry Carlton Jones. (Price 10c) 


263—How to Prepare a Salesman For 
Promotion to a Supervisory Job, by C. I 
I app Price 10« 


262—Department Store Membership in 
18 New York Buying Groups. (Price 35c) 


261—Cost of Operating Salesmen’s Cars 
Jumps 6 to 15% over 1950, by R. E. 
Runzheimer. (Price 10c) 


MISCELLANEOUS REPRINTS 


The following miscellaneous reprints are 
also available until present limited stocks 
are exhausted. (Price is indicated.) 


CANADIAN EDITION Survey of 
Buying Power, May 10, 1953 Price 
$1.00) 


The INDUSTRIAL Survey of Buyin 
Power—May 10, 1953. (Price $1.00 


Come Clean With Your Agency And 
Get Better Advertising, by James (¢ 
Cumming. (Price Se 


10 Big Benefits You Enjoy When Y« 
Put Your Policies in Writing. (Price 10 


The Three Biggest “Problem Areas’ 
in Sales Management, by J. ©. Vance 
(Price 10 


Centaur Finds a Short Cut for Han 
dling Salesmen’s Expenses, by R. E. Gray 
(Price 10c 


Key Questions to Ask Salesmen When 
You Revamp Territories, by B. M. Aus 
tin. (Price 10c 


Sales Wins a Bigger Voice on Biggest 
Company Boards, by Lawrence M 


Hughes. (Price 25c 


New in the Distribution Scheme: the 
Ethical Drug Jobber, by Elsa Gidlow 


(Price 25c) 
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“Observe, Explain, Solicit!" 
Socony Dealers Learn Via Loop Film 


A novel 16-mm reel developed by the Navy enables the the! the company’s 


audience to ''talk back" to characters in Socony-Vacuum's roa ~~ he es steps 
ets Se progran 


training movies. It is another form of role-playing. 


BY ETNA M. KELLEY sD inners pssst 
he thinking behind the 


th ~ Lhe ania ot ret 


iles training jector. Socony has 7 ts of all fields has been dem 0 
the audience series (six films which . wi the beginning ot Worl 
s be ng used by througho it the | a. Deale rs now Want to sell 
n Oil Co., New York The principle was originated du that selling is a necessary 
| s and their em ng World War II, by Captain Wil ible business is to be 
n over-all “Let’s liam C. Eddy, of the U.S. Navy. It Socony has been cond 
the direction of has been used at Harvard University dealer meetings, since 
kins, Manager, Mer in teaching foreign languages: and by for the dealers themselves 
Vision Ret ul Merchan the Ameri in Red Cross n fe ich ney the need tor becon ny 
it. artificial respiration n teaching minded before their emy 
tot the program Is to put verbal and manual skills. Socony was brought nto the plan. ou 
s back on the selling path they first to apply the techn que in tea hing close that in 9407 of the 
follow to survive under to sales methods The films used were mn service stations, no 
lay’s increasingly competitive condi developed by Seminar Films, Inc. made in behalf of tires 
ns. Though initiated only a few New York City. Among the advan and even in the case 
months ago, the con pany believes its tages ot the system are its sin pl city rendants often neglect the opp. 
ilts justify continuance of the pro relatively low cost, flexibility (adapta to try to make a sale. ) 
throughout the rest of this vear bility to various sales situations), and At the large meetings 
and 1954 intil all nterested dealers a psychological factor the induce talks and dealers are show 
and their employes have had a chance ment it offers to audience participa called ‘“Let’s Sell” (a 
to take advantage of it. tion, 1.¢e., encouraging trainees to en 16-mm film, not the loop 
The loop film, as the name implies, act selling roles. purpose of the meeting 
is a kind of belt; it runs continuously Socony’s loop films are effectiy those who attend with sal 
until stopped. ‘| he filn s are loaded in chiefly because they g 


cartridges, which in be attached to able practice in selling Mobiloil an siderable investments 


ve trainees \ i ness. Phe men are reminded 


] > 
in 16-nin sound pro other iftomotive p ducts, it part nesses in location, sto 


\\\ Wy 


THE NAKED TRUTH! 


USE THIS IT’S POWERFUL! Ready to Go! Don't Take Our Word! 


ne eae ; All in One Package! See for Y If! 
{ ee for Yourse 
Exciting, Hilarious, 1S: Fey eee For any size sales force! 
Send for complete 


Packaged Producing NOW for 
Sales Campaign _ dealers (nationwide) of ; $ QS — ea with 
and ‘ one of largest auto sieht il OF Cr 
manufacturers in the only within 10 days 


WA Vere coumry' up to I6 men. Slight extra whaees Ce 
SALES GO UP! Name on request). 4 asad ORDER TODAY! 


charge for additional men. 


LLOYD MARITZ ENTERPRIZES 411 N. 10TH ST. ¢« ST. LOUIS 1, MO. 


OCTOBER 


power. (Payroll is their largest single 
expense 


have 


tem. Service station attend 


reason to be sales 
and 
An attendant tre 
quently lacks the incentive to se 


higher 


that a 


ints less 


minded than the owners opera 
tors of the stations. 

ure a 
init sale; he may even think 
hange-of-oil transaction is a 
and that the 


would entail the eftort of 


chore sale of a 


tire 
mounting 
t The solution to the problem, as 
socon dealer to 
offer the employe an incentive to sell 


sees it, is for the 


a bonus or a commission, 


But incentives are ot little value 


wi CHRISTMAS Gi 
| 


when there is no knowledge ot hou 
to sell. To remedy this lack, Socony 
assumes the responsibility for training 
dealers and dealer employes, in small 
groups, usually in the evening. Such 
training, however, is furnished only 
to dealers and their men who are in a 
position to use it——noft, tor example, 
to outlets that provide gasoline largely 
as a Sideline service. It is estimated 
that about 25% of 
can. benefit 


Socony’s dealers 
from this training. 
The series of six films now shown 
at local meetings grew 


They 


out of exper 


ments. were carefully field 


ng made EASY with, 


WEAR-EVER CUTLERY 


Appreciated by all men...and women, too 


Wear-kver is) professional cutlery de- 
sivned for use by chefs and steak houses. 
It is made in America’s largest and new- 
est cutlery plant and is unsurpassed in 
quality 

W ear-Ever Cutlery isnow available for 
gift purposes in the specially designed 
steak knife and carving sets shown above. 

These knives are made of a special 
stainless steel whieh takes and holds an 


hE ET NRE ie 


Phe Aluminum Cooking l tensil Company, Ine 
New Kensington, Pa 


B10 Wear-bver Blda., 


1) Please send me by return mail, a copy of 


giving all) details 
steak houfe 


gilt-boxed for 


your boron hure 
Wear-bver 


specially 


and carving 
(christmas 


about 


edge. They are concave ground to razor- 


sharpness. Handles are beautiful) Pak- 
hawood. 

Here are gifts you can be proud to 
give; and your frieuds and customers 
will know you gave the best. Vhere is a 
wide range of prices and especially at- 
tractive quantity prices. Wire. phone, or 
clip the coupon below to vour letterhead 
for a brochure and price list. 


WEAR-EVER 


PROFESSIONAL CUTLERY 


your letterhead and mail today, 


Lon an an ae ae ane en awl 


Pe . 


tested. One of the lessons learned 
was that long words, not normally in 
the everyday vocabulary of station at 
tendants, should be eliminated. This 
led to the dropping of such terms as 
contamination and deterge nt. Nearly 
all the words on the sound tracks now 
have no more than two syllables, the 
principal exception being the word 
Mobilodl. The selling approach was 
first tested in the sale of Mobile bat 
teries. The product around which the 
action and dialogue are now centered 
is oil but the prin iple can be 
adapted to anything normally sold in 
vas Stations. 

The films, though short 
one-half to two minutes ) 


(one and 
are based on 
the sales tormula: “Observe, Explain 
and Solicit’ (more familiarly known 
as “See, Vell and Sell)’ with an ex 
“NTake a customer.” The 
dealers themselves are first. familiat 
with steps at the large 
meetings and when station attendants 


tra step, 


ized these 
ome in small groups to see the short 
films, they are told in advance that 
the action portrayed is based on these 
steps. The meetings are conducted by 
Socony’s district salesmen. 


“I'm in a Hurry!" 


films in the 
a conventional short, show 
ing only the station attendant 
would 


The first of the six 
series is 
as he 
appear to someone sitting in 
an automobile, in closeup as he exam 
nes the bayonet and as he 
(that the oil is low); explains (that 
this will cause trouble) ; and solicits 
(suggests that the oil be changed ). 
Though the driver does not appear 
n this film 
making the usual objections: 
pric e 


“observes” 


his voice can be heard 
asking 
(The attendant’s answer is that 
it is low compared with the cost of 
repairs.) ; saving “I’m in a hurry.” 
(The attendant replies that the job 
“will take only a few = minutes.” 
Finally, the attendant “makes a cus 
tomer,” by thanking the motorist, by 
promising that a record will be kept 
of the transaction and that the motor 
ist will be reminded when the car is 
due for an oil change. 

At the small meetings this basic 
film is shown several times, the loop 
going; round and round, so that the 
men become familiar with the sales 
steps. Then Loop 2 is shown. It is 
the same film, but with the terms 
superimposed as subtitles at the ap 
propriate times: ‘Observe’; “Ex 
plain”; ‘Solicit’; “Make a custom 
er.’ This is also shown several times. 

Loop 3 is a switch. It shows only 
the motorist, a Mr. Average Man in 
appearance, 
heard in the 


VOI c 
two 


w“ hose 
first 


been 


This 


has 
films. 


SALES MANAGEMENT 


though, his is the only voice 
heard, with pauses. du 
looks it the Camera as though look 
ng at the station attendant. (A 
warning bell is sounded as a 
a member ot the au 
talking. This TIVES 
| e the opportu 
to what the attend 
original film. and 
ves with his role. 
in. endless-belt) stvle 
and then the SOCON\ 
duct ny the meeting 
ng the 
> “talks” to 
that the men at 
Ing to take turns 
> screen 
liscussion during 
the series t le 


on the screen 
Typical Training Scenes 


h of the films on the other three 
ives shows a ditterent type ot 

1 
thougl 
n ahly individual manner) in 
\t first they 


too interested; they want to 


Nel all ot whon eact 


the same tashion 


¢ 


the p! ce ind wo ild oby ously 


not spend the money; they are 
The selling 


1 in the basic filn in be adapted 


routine pol 


invthing could vo 
late hus 


ondition and 


Cal is her 
j 


FOOd 


pension as the widow of a railroad 
man ditt ult to do, even though she 
rents out rooms This s treated 
whims ally. There's a touch or 
humor, too, in Loop 5, which shows a 
sexy blonde (to whom, we Suspect 
the attendants enjoy “talking back” ) 
Loop © has a big. tough guy as the 
customer. One of his) remarks— is 
Look, chum, just put the gas in.” 
*r for all those who attend a 
pl al meet ng to get s ithcient prac 


¢ 


ce in dealing with customers all six 
loops generally are not used. 

To guide them in conducting the 
sessions, Socony salesmen are = fur 
nished mimeographed instructions 
Among its recommendations are these: 
(so that 
all will have practice time and keep 


I mit the group to eight men 
the atmosphere informal). Prepare 
an outline, including introductory re 
marks. Stay with one subject. (So 
\Mobiloil.) Re 
hearse ahead of time, take the loop 
film cartridge and become adept at 


installing it on the 


far this has been 


g machine and 
threading the film. Become tamilia 
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ny whic h he 


W th the story told by the loops. Plan 


comments to be made while the car 
| 


tridges are changed; plan to lead the 


discussion during the periods the 
words ‘Let’s Sell’ appear on the 

reen 

The director of the meeting should 
bear in mind that these practice films 
are set up so that the attendant starts 
by observing a definite need: his open 
ng remark might be, “You are over 
due for an oil change,” or “You have 
i it nm voul right real tire,’ or 


This difference between cells means 


vour battery is about to fail.” “This 
nduces effective use ot practice time, 
trom the minute the warning bell is 
sounded. “The men are not urged to 
keep talking up to the second warning 
bell, but experience has shown that, 
with practice, they adjust their timing 
to the film. 

Best results are obtained, with small 
groups, when a small daylight screen 
s used or when the projector is 
moved relatively close to the large 
screen to reduce the size of the per 
sons depicted. 


TIDE’S ADVERTISING FORMULA 
CLEANS UP IN THE ST. PAUL MARKET 
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TIDE waits for no man in the St. Paul market! TIDE goes 
out after the laundry soap and detergent business—and gets it— 
by advertising regularly in the St. Paul Dispatch and Pioneer Press, 


According to the St. Paul Consumer Analysis Survey, TIDE’S 
consumer preference rating has been jumping by leaps and bounds, 
and the latest 1953 figures show that TIDE is now the leader 
in the St. Paul market with a 26.7% consumer preference rating. 
This leadership speaks eloquently of the success of TIDE’S 
extensive advertising in the St. Paul Dispatch and Pioneer Press 

the only newspapers to blanket the St. Paul “half of the 


Twin City market. 


Here is the laundry soap and detergent story in St. Paul as 
revealed by the 1953 St. Paul Consumer Analysis Survey. 


Laundry Soap and Detergent Brand Preference 


BRAND 
Tide 

Brand B 
Brand C 
Brand D 


1952 1951 
21.1% 16.7% 
26.1 27.5 
13.6 17.1 
12.0 10.3 


Regardless of what your product may be, if ‘your aim is to 
“clean up” in thé prosperous St. Paul market, you will want the 
wealth of information about buying habits ‘and brand preferences 
for hundreds of major products contained in the 1953 St. Paul 
Consumer Analysis Survey. For your personal copy, contact your 
Ridder-Johns representative or write Consumer Analysis, Dept. D. 


DISPATCH 


Representatives 
RIDDER-JOHNS, INC. 
New York—Chicago 
Detroit 


+ aA @8'0084 8 we ewsrparea 


PIONEER PRESS 


San Francisco 
Los Angeles—St. Paul 
Minneapolis 


He's out on another survey, making weekly 
tabulations of grocery store inventories. Ask 
about your product in the No. 1 Test Town for 
“Metropoliten NEW YORK."’ 

BAYONNE CANNOT BE SOLD 


FROM THE OUTSIDE 


THE BAYONNE TIMES 


BAYONNE, NEW JERSEY 


BOGNER & MARTIN 


Nationally 
Represented By 


Fair of the € <) nse ' 
Beple of maintenance: 


= FOR LESS THAN 25¢ 
3 SELL YOUR PRODUCT 
1000 TIMES A DAY 


*) with Imprinted 


LISTO 


MARKING PENCILS 


+ 


LISTO PENCIL CORP., ALAMEDA, CALIFORNIA 
In Canada: LISTO PRODUCTS, LTD., VANCOUVER, B.C 


Ad Cost-Per-Inquiry 
Cut to $4.76 By Wiegand 


It was $22 in 1944. The drop followed a thorough study of 
promptness with which inquiries are answered, effective- 
ness of sales literature, and speed of field call follow-up. 


through October, 
1952, the mail delivered to Edwin L. 
Wiegand Co., Pittsburgh, contained 
12,619 industrial business publication 
inquiries about Chromalox electrical 
heating units. 
This king-size 


erated by an 


From January 


response Was gen- 
advertising program 
which has brought the cost-per-i 
quiry down progressively from 

in 1944 to $4.76 last year. 

In 1945, Wiegand’s advertising ap 
propriation was $30,000. The yea: 
before each inquiry cost the company 
$22, and a change was in order. 

Wiegand’s business publication ad- 
vertising budget now is over $100,- 
000 a year, but that is only part of 
the total appropriation which covers 
direct mail catalogs and special pub- 
lications. 

The development. of 
Electric 


way since 


Chromalox 
Heaters has come a long 
Edwin [L. Wiegand, an 
electrical engineer and present board 
chairman, founded the firm with one 
employe in 1919. Edwin L. Wiegand 
1.800 persons, all ot 
e devoted to the production 
and sale of the heaters developed by 
Wiegand. 
Wiegand 
tising. 


Co. employs 
whom at 


always believed in adver- 


“T can remember,” he recalled 
cently, “that we had only $600 in the 
bank at one time and spent $480 on 
advert sing.” 


Sales Philosophy 


\ pioneer in developing electrical 
heaz, Wiegand follows this philosophy 
Sell the advantages 
of electric heat in industry. 

How effective were Wiegand’s ad 
vertisements ? 

i? A. Petren S, account executive 
with Smith, Taylor & Jenkins Adver 
tising Agency, Pittsburgh, went out 
for weeks at a time on calls with six 
Wiegand field engineers. He noted 
problems raised by customers and the 
questions they asked. 

Following these field trips, Petrencs 


in ifs advert sing: 


] 


worked with company ofhcials in de 
veloping a basic advertising pattern. 
The first year the new series of 
advertisements ran inquiries were 
doubled, bringing the 
down to $11. Each succeeding yea: 
by applying what has been learned 
the cost per inquiry has been reduced. 


cost-per-inquiry 


Sought More Data 


“e , , . . 
But we weren’t convinced that i 
quiries were the sole 
” 
means,” savs Bruce 


answer by any 
Fleming, vice- 
president in charge of sales. Inquiries 
received in January, 1952, were anal 
vzed. In June, a questionna re sought 
the answer to the basic 
“Does an inquiry result a sale?” 
Savs Fred Kreiser, ian sales 
manager: “We had to determine: 


question: 


“1, Promptness with which in- 
quiries are answered. 
Effectiveness of our 
“3. Field follow-up. 
“4. Percent of inquiries converted 
into sales.” 


Smith, Taylor & Jenkins sought 
the answers by sending to firms that 
made inquiries a letter and question 
naire. A total of 432 


went out; 218, a 52° return, were 


questionnaires 


answered. 

Ninety-six percent said that re 
quests for information were answered 
promptly, In 88, the 
provided the required 

More than 50° of 
inquiries were answered promptly 
Wiegand’s field engineers. Of these, 
51% were converted to sales of 
Chromalox heaters. Another 12©@ had 
the units under consideration. 

Full page and half pages, in red 
and black, are used in n 
covering the plastics, metalworking 
glass, electrical manutacturing, food 
processing, textile manufacturing and 
rubber, 
heating, piping, air conditioning and 
home economics fields. Elect 


ompany's 
literature 


Ttormation. 


igaz7ines 
processing, printing, ceramics 
* range 


SALES MANAGEMENT 


A NEW 
SERVICE 


FOR 


SALES 
MANAGEMENT 
SUBSCRIBERS 


Rate and Facilities Information 
On Nation's Most Popular Hotels 


Why spend days or weeks to find 
hotels that might offer the facili- 
ties, rates and dates you need for 
your next meeting? You can now 
check these facts with one letter 
. and fast. 

SALES MEETINGS has compiled 
complete data on more than 500 
convention hotels in the United 
States, Canada and some south of 
the border. These data include all 
the facilities for meetings, ban- 
quets, sports and entertainment 
each hotel has to offer. They in- 
clude rates for rooms, meals and 
special services. 


What to Do 
Io learn with one letter what hotels 


offer the facilities and rates you 
seek, do this: 


1. Write to Readers’ Service, 
Sales Meetings, 1200 Land 
Title Bidg., Philadelphia 10, Pa. 


. Tell the area of the country 
(or Canada, West Indies, 
Mexico) in which you should 
like to meet. 


. Tell size of your group and 
when you plan to meet. 


4. List meeting and exhibit facili- 
ties you require, including 
audio-visual aids and stage area. 


5. Indicate approximate rates 
you pay for rooms and banquets. 


Quick Action 


By return mail, SALES MEET- 
INGS will send a complete facili- 
ties outline on each hotel in the 
area in which you are interested. 
Outlines will cover only those 
hotels that have the facilities you 
seek, 


This Hotel Facilities 
ServicelsFreeTo 
Subscribers of 
SALES MANAGEMENT 


To plan your meeting sites 
with greater care and 
faster... check with... 


READERS’ SERVICE DEPARTMENT 


SALES MEETINGS 


1200 Land Title Bidg., 
Philadelphia 10, Pa. 


and electric water heater units are 
placed in electrical dealer magazines. 

Selling through trained factory 
representatives only, Wiegand engi- 
neers survey most jobs whether they 
involve the use of a $5 heating unit, 
or several thousand dollars worth of 
electrical heating equipment. 

Thus Wiegand advertisements, in 
addition to pointing up user benefits 
of electric heat as compared with 
other fuels, illustrate typical applica- 
tions of Chromalox Electric Heaters. 
All advertisements contain an offe: 
of “more information,” stimulating 
the reader response that has resulted 
in the large volume of inquiries. 
These offers point out briefly infor- 
mation contained in Wiegand catalogs 
and contain a coupon for requesting 
the catalog. 

The company does not leave to 
chance the possibility that field rep 
resentatives may see the advertise 
ments. Reprints of each advertise 
ment are sent regularly with letters 
to field engineers in Wiegand’s ofhces 
in 36 principal cities. 

“Inquiries alone don’t automatically 
spell sales,” says George Sowash, di 
rector of publicity and advertising. 
But in Wiegand’s case they do—now. 


What Makes Salesmen? 


“Having spent most of my life 
. | believe that the 
salesman who pays off in the long 


Een 


in selling . . 


run is the salesman who is made 
It takes years to make a rea/ sales 
man—the kind . . . who, in know- 
ing his business realizes that hard 
work, sincerity of purpose and the 


desire to serve are the real requis- 


LL LOLOL ll 


ites for real success in good times 
or bad. The so-called born-sales 
man is generally the ‘blue sky 
boy,’ sometimes known as the ‘fair 


weather salesman.’ He is so con- 


OO OoOTSTSS Or 


scious of his God-given abilities 
that he keeps changing from one 
business to another, egotistically 
believing he should not be ex 
pected to face hard times or ad- 
versity. If the theory is right that 
the best salesmen are those who 
are made, then we must face the 
fact that the training of salesmen 
is one of the most important fac 
tors of industrial life. It takes time 
to train salesmen adequately for 
the job. William C. Stolk, 
president, American Can Co., to 
the National Industrial Conference 
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including RUG PROFITS 


PROGRAM 
FOR 1954 INCLUDES 


EXPANDED CIRCULATION 


the Januar 


EXPANDED EDITORIAL 
SCOPE 


ing RUG PROFITS 


New York 
386 Fourth Ave 


Chicago 
333 N. Michigan Ave 


San Francisco 
c/o The Richard Railton Co 
The Monadnock Bldg 


VOICE OF EXPERIENCE 


Editor, SALES MANAGEMENT’ 


Seldom have we enjoyed an article mor: 
than your “How To Keep From Cracking 
Up,” which appeared in the September 1 
issue of SALES MANAGEMENT 


Not too long ago in the days of the 
over-the-transom business one of our 
bright young colleagues addressing the 
Chicago Sales Executives Club spoke of 
the old-time salesman burning himself out 
at 50 and being, under present selling 
tactics, of little use in the sales picture 
He spoke knowingly and glowingly of 
market surveys, rese arch and the scien 
tific approach. At the time we made a 
mental note as to how well these theories, 
developed in boom times by inexperienced 
sales executives who had never sold 
against resistance, would stand up when 
obstacles were presented 


Frankly, we must plead guilty to being 
one of these old-time salesmen who very 
definitely has sold against obstacles and 
has managed a group of hard-hitting 
salesmen who have known obstacles for 
many years. There is however, one ob 
stacle that we haven't been able to over 
come completely and that is the ever 
increasing toll in health that improper 
habits take on sales manpower 


Sack in February of ‘$2 in a certain 
room in Presbyterian Hospital here in 
Chicago, | had good reason to contemplate 
ill of the 


article 


factors brought up in your 
| had what some people think is 
in occupational disease of the sales man 
ager, a coronary thrombosis 


Flovd  Poetzinger 1 brillant voung 
sales executive and a factor in the Chi 
Cage Sales Executives (¢ lub, called me in 
my darkest moments and encouraged me, 
telling me in seme detail how he had 
been able to eirecumseribe his ambitions in 
sales work and still turn in a creditable 
job You see he, too, had just had a 
omary 


Klovd'’s ideas were so encouraging to 
me that | suggested he put them into a 
book tor the tired and harassed busi 
ness man. We discussed the idea of col 
laborating, but unfortunately our ideas 
were never brought to fruition. Floyd 
passed away on March 14 of last vear 
while undertaking the staging of Chi 
cago’s biggest sales rally at International 
Amphitheatre 


While in Presbyterian Hospital, par 
tially for my own amusement and perhaps 


frankly from sheer desperation, | played 


138 


sround with audio voca (tape recording 
ind play back) in an etfort to teach my 
self how to relax, drop tension and avoid 


stress 


I am vain enough to believe I have 
made some progress in the art of relaxa 
tion. Other sales executives have shown 
avid interest in the work | have done 
in my research on tension and: stress. As 
i matter of fact, because of this interest 
I have boiled the technique I have de 
veloped to a point where it has been 
recorded 


And for the first time, to my knowledge 
shortly there will be offered the first. re 
corded system permitting anyone to learn 
tr relax, drop tension and avoid stress 
In clinical tests, the response has been 
most favorable. Your article struck me 
right between the eves because of the im 
mense amount of research work that had 
gone into “Easy Lessons In Relaxation 


Most certainly your very excellent 
magazine could render no greater service 
to the profession than to keep constantls 

ore the readership the absolute neces 


sit) for safeguarding health 


A. T. DaLtTon 

Sales Manager 

Chicago Wheel and 
Manutacturing Co 

Chicago, Illinois 


SM's editors have been worrving over 
executives’ health problems tar more than 
the volume of articles dealing with health 
has thus far indicated. But we do intend 
to stick to the subject—as constructively 
is possil le The Editors 


SMALL BUDGET PROBLEM 


Editor, SALES MANAGEMENT 


I've been impressed by the interest SALES 
MANAGEMENT is) showing in industiral 
marketing, as expressed by your current 
Wanted: More Creative Selling 
for Products Sold to Industry 


serics, 


The tithe implies that industrial mar 
keters have not kept up with the con 
sumer goods industries in marketing tech 
niques, and | think that very few of us 
in the industrial branch could disagree 
This series should help to focus attention 
on our shortcomings, and judging from 
the articles I've seen so far, give us some 
specific help in overcoming them. I am 
looking forward to whatever [else you 
may have to say] about salesman train 
ing, my own principal responsibility 


While setting up our program, which 
began in 1951, I looked for ideas in the 
pages of SALES MANAGEMENT and other 
publications. Quite a few useful hints 
came from such sources, particularly in 
the case history category. There seemed 
to be, however, too few such studies ap- 


plicable to the smaller companies. 


In such companies there is necessarily 
an emphasis on training aimed at ac 
quainting new men with the requirements 
of the customer industries, for example. 
The size of the budget for the smaller 
company must also be a deterrent to the 
development of sales training programs 
for many. I believe, however, that our 
own experience indicates that good begin 
ner training is not hard to arrive at 
without excessive expenditures, 


FE. A. PRrict 
Educational Director 
Penn Controls, Inc 
Goshen, Ind. 


SM will continue to deal with training 
problems of all kinds, both from the stand 
point of sound theory, and actual applica 
hon Subscriber Price is being asked to 
tell his own story in our pages Phe 
Editors 


ARTICLE WITH NINE LIVES 


Editor, SALES MANAGEMENT 
Have just had a strange experience 


I have a letter from George Washing 
ton University in D.C., in which the Air 
Force Manpower Management Training 
Program people comment on and ask for 
more discussion of the article we did for 
vour book in December, 1951. This de 
partment of the school has graduated 
1,100 from lieutenant colonel to major 
general They came upon the article 
when “doing some research work 


When I referred to the article to re 
fresh my own memory about it, | came 
ipon the stack of mail I got following 
public ation. What a cross section of peo 
ple seem to read SM! There were adver 
tising agencies, sales executives, even the 
assistant national director of the Fund 
Raising Department of the American Red 
Cross! And now the Air Fore and 
George Washington University 


What a magazine! 


JamMes S. Lece 
Vice-President and 
Sales Director 
Hevdays Shoes, Inc 

St. Louis, Mo 


Mr. Legg’s article was worth the long 
life it is enjoving. It was titled “Why 
Bargain Basements Are Jammed_ with 
Cut-Price Shoes,” and it was a no-holds- 
barred discussion of what's wrong with 
the shoe industry. Immediate and long 
term response to it, and many reprintings 
in other media, indicate that business 
generally is getting over the old super 
stition that “my business is different 

is recognizing that sound management 
ideas are transplantable.—The Editors.) 


SALES MANAGEMENT 


EMILY POST FOR SALESMEN 


Editor, SALES MANAGEMENT 


Your services have 


been a constant source of assistance to us 
of marketing and per- 


publication and 


in the formulation 


sonnel policies and procedures 


Wi are 


revising our outside 


presently engaged in a task of 
sales training manu 
als. It is our desire to incorporate in 
these manuals a new chapter dealing with 
the non-technical side of sales manage 
hotel a man 


ial dealing with] entertain 


ment, such as the tvpe of 


sele Cts, | mater 


ment, general deportment, ete 


need not be a pre 
for employment with any of our 
Dherefore, 
man candidates 


Previous experience 
requisite 
companies among our sales 
have 
have never been « xposed to road 

Hence the need for an “Emily 


chapter In our traming man ials 


being trained, we 
men who 
conditions 
Post 

Are there any texts, articles or s« 
for such information ? 


G. W. Bevis 
Emplove Relations Manager 
Commercial Enterprises 


Newark, New York 


Readers Service is searching SM’s files in 
response to Mr Meanwhik 


conscious that a good many other 


Bevis’ inquiry 
we are 
companies might weleome new and addi 


tional information on problems of polices 


setting and suitable instruction for 
nduct in the field. Can 
contribute) from 


speak up to 


sales 

men's personal ce 

mv of our subscribers 

their own experience? It so 
Phe Editors 


FUN AND FARMERS 
Editor, SALES MANAGEMENT 
I would very much appreciate 12. re 
prints of the cartoon Salesman on 
Eldon 


Frve, which appeared 


September 1 


Safari” by 


n page in your edition, 


Part I 
a cat 


emember enjpoving 


JONATHAN JT, CLEMENT 
Southern Regional 
Merchandising Manager 
Owens-Illinois Gl 


Atlanta, Ga 


iss Co 


All requests for reprints of this. cartoon, 
r requests for permission to reprint, 
should be addressed to the artist, Mr 
Eldon Frye, Box 475, Del Mar, Cal. He 
has 11” x 14 fram 
ing at 50c each The 


reprints suitable for 
& ditors 


Editor, SALES MANAGEMENT 


Farmer is Far from Being 


So The 
Broke 


My congratulations and thanks to you 
for this timely reminder 
Met HIcKEeRSON 
J. M. Hickerson Inc 
New York, N. Y. 
Reader Hickerson quotes from “Com 
ment,” 
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SLIDE-CHART... 


“...one of our most Wa 
effective and popular \* 
Deepfreeze 
sales tools” 


SAYS: R.A. Gilruth, Manager, 


Advertising and Sales Promotion, 
Deepfreeze Appliance Division, 
“ Motor Products Corporation. 


de 
‘ 4 7 


. 


Deepfreeze Savings Evaluator 
contain as much information 


as a full line folder. 


This Perrygraf Slide-Chart is small 
. fits a salesman’s pocket . . . tells at 
a glance complete specifications and 
savings statistics for all models in the 
Deepfreeze Home Freezer line. 

} 


Perrygraf Slide-Charts are easy and 


convenient tO use... 


informauon 15 


quickly presented for reading...wanted 
facts appear, unrelated facts drop out 

. quantity information condenses to 
small practical space. They definitely 
contribute to sales. Thousands of 
nationally known companies use them 
Send us information you 


chart 


with success 
like 


We'll tell you how it can be done 


would to have in a slide 


and the cost. 


or turn a disc... 


SLIDE-CHARTS 


Designers and Manufacturers PERRYGRAF CORP. 


1500 Madison Ave 


Maywood, Illinois © 


1072 Gayley Ave., Los Angeles 24, California 


Representatives in Principal Cities 


YOUR 


TOP 


& MIDWEST 
STATES MIDWEST UNIT 


vey {ong Cork-Popping at 386 
171% 
This golden October the SALES MANAGEMENT family breaks out 
U.S the champagne in honor of the magazine’s 35th birthday. See “A 
ao ©«—««AVERAAGE Five-Minute Flashback over SM’s First 35 Years,” page 102. 
STATES 
All graphs of sales and circulation will touch new altitudes before 
the year is away, and whatever our current embarrassments may be, 
most of them stem from the fact that we have neither enough office 
71 space nor enough people to take adequate care of our present state 
of prosperity. Happy birthday to us, indeed! 


VALUE OF FARM PRODUCTS SOLD Looking back—as any adult is inclined to do on any anniversary—| 


(Average all Farms) admit that | feel no sense of cavalcade. Instead of seeing the building of 

a publishing property as a series of Dates with Destiny, my own recollec- 

In the MIDWEST tions of some of the years behind us are almost wholly undignified. The 
Farming is big headaches and heartaches are forgotten, but the off-beat incident 
the comic interlude, the wacky dislocations of order that characterize the 


BG Buemecc! giddy publishing business, are there in an entertaining kind of color and 
-_- 


disarray. 

Incomes that are more , ‘ 
For one thing, I remember quite well that we once made a five 
year error in our own age. That was in 1938 when we talked glibly 
of farmers in the other 40 about our silver anniversary. Actually, we were only twenty years 
states make the 8 Midwest old at the time. Probably a psychosomatic error . . . when you're 
that young, you often feel the need to appear a little older than 
you are. Like Judy Graves, radio’s “Junior Miss,” who is so anxious 


than twice as high as those 


states your best market— 
and Midwest Unit Farm 
Papers your best media. 


to get over being fifteen. 


Write us for a copy of the Chaos smacked us some years ago in the form of a_ building 
employes’ strike in New York which included both elevator operators 
and maintenance people. All I remember about it now is that it 
offered me an opportunity to clean up a record. I had once bragged 
compare your sales with to some of my associates that during my tenure on the magazine 
facts on income, invest- I had done “everything but sweep out the office.” As a member of 
the waste disposal and cleaning brigade the staff people organized 
to keep our quarters livable during the strike, I] was able to erase 


new special study by the 
U. S. Census Bureau and 


ment and production. 


the qualifying clause. 


. a lari ultwrist hr . y ) - , : 
aunt Io outsiders we speak of the Survey of Buying Power with the 


. ut 
i \ eo pot reverence due a property which has probably done as n uch as any 
— single published work to advance the science of sales planning. Per- 
MIDWEST torn Paper UNIT sonally I think of its history in terms of such peculiar subject matter 
as Emma’srcow, an unendihg monsoon in Philadelphia, a vanished 
A race in the Midwest, and the smell of greasy fried potatoes. 


' This all concerns the issue of the Survey that, from the very 

NEBRASKA beginning, had an Indian sign on it... one we put out during 

the war. For the last six weeks of production I moved, with two 

assistants, into a Philadelphia hotel so we could work in the print 

RI — MARKET IN THE WORLD shop where the issue was being assembled. Came the rains . . . day 


/ and night, endlessly, monotonously, to the point where we discussed 
| 


\ <—Y the psychopaths in Maugham’s “Rain” and cautiously examined 


each other for mental aberration. No drainage system, no gutter, 
Seles Offices: 250 Pork Ave., New York 17 was equal to the downpour. A dirty waterfall organized itself on 
59 East Madison St., Chicago 3. . . Russ Build the roof of the Bellevue and tumbled off the marquee into Broad 
ing, Son Francisco 4 1324 Wilshire Blvd. re = — = ad a . ° SA ON - 
tos Angeles 17 ... SOS. Ervay Street, Dalles ? treet, where the wind swept the spray into the face of every un- 
fortunate traveller who entered or departed. 
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Because most of the hotel help had gone off to work in defense 
plants, our rooms were set in order only now and then. The ventila- 


tion system gave up the ghost and, with no one to fix it, the kitchen 
lors hung in the lobby and grew staler with every passing hour. 
But quite a numbe: 


on 


f our mournful evenings were made brighter 
because of an acquaintance we struck up with a shapeless and spoiled 
Sealyham whose aged mistress was a resident on our hotel floor. 
His name was “Charlie.” We snitched a bone for him one night 


Bookbinder’s. 


\t the shop, « succeeded crisis. Our paper was lost in transit 
only a few hours before the first forms were ready to 
was found on a railroad siding in Scranton. A huge ship 
advertisers’ plates and statistical work sheets vanished some 
beyond the Holland Tunnel, was located, after frantic de 
tective work, in a warehouse in Wilmington. Inserts for one of 
the big radio chains went to Stroudsburg instead of Philadelphia. 
here was a famine on blocks for plate mounting, and New York 
to d g hundreds of old plates out of storage and salvage the 
wood. Ready to close up all the work on the North Central States 
we were halted by a telephone call from research headquarters in 
New York. “Hold everything,” they commanded. “We've lost 60,000 
des in Minnesota.” 


nad 


I'mma’s cow. These were the years before ele 
onic calculation when all of the Survey computations were done 
manually by machine. A pleasant and talented girl named Emma 
Griffing did a large part of this work as chief assistant to the Survey 
editor. She lived (still does) on a farm near Easton, Pa. When the 
ssue was finally in the mails, Emma got a bonus. With it she bought 
cow. The cow was named “Survey of Buying Power,” and called 
’ for short. I stand four square on the testimony that no 

tics volume can claim such a distinction. 


I suppose, our toughest time... aside from 
the Harriman Bank during the early 30’s. 
rate funds were in it, and many of the bank 
f people.) On the day when Rome fell to the | : 
che ked a J the Stevens Hotel in Chicago. The ABC Circulation 
irned back after use by the Army, and only part blanketing the 
open. otrewn around the lobby were odd and battered rich 8-county York 
hairs and sofas that had come from the furnishings of the line Western New Yor 
Normandie.” It was 95 degrees and humid, and there was prac Market 


tically no maid service. 


ROP Full Color available 


When I finally got a room key, I asked an almost hysterical floor both Daily & Sunday 


clerk to tell me where the linen and cleaning supplies rooms were. 
I stripped off most of my damp clothes, scrubbed the bath, changed 
the bedlinen, and got rid of a huge tray of dirty dishes and liquor 
glasses by the expedient of depositing it behind the first unlocked 
door I could find in the hallway. I was there for seven days and I 
was mv own housekeeper for the entire week. When I left the 
tloor the clerk burst into tears and said she hoped I’d come back 
some time. I was the only guest who'hadn’t blamed her for the 
mess. I patted ier on the shoulder and said something mandlin 


about keeping ne In up... . Such are some of the flashbacks I’ve | 8 U F FA L 0 

been seeing in my mind’s eye this October. c 0 T R E R 
Whatever else may be said of our early years on SM, they haven't been 

dull. Change has largely turned out to the good, and the sweat and tears EX Pp R E S$ S$ 
have been balanced with relaxing tides of laughter. There's at least one 
mpertinent project we keep in our future file. Call it our favorite pipe 
dream, Before the oldsters of SM turn the reins to the youngsters, we'd like 


to publish at least one issue of a new magazine. Its name is to be "Mis 
management, the Magazine for the Tired Businessman.” It should be a dilly. Western New York s 
Only Morning and Sunday Newspaper 
REPRESENTATIVES: 
A. R. HAHN SCOLARO, MEEKER & SCOTT 


Managing Editor 
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...In the NOVEMBER 10 issue—another Timely and 


A Blueprint for HARD SELLING 


Hard selling is largely a matter of being quick to spot competi 
tive opportunitics in the current market picture... and turn 


them into gains. 


With sellers of hard lines and other big-ticket products, it’s a 
matter of knowing where the high income markets are and 
which ones to choose. In the case of staples, it’s a matter of 
knowing —of testing -which approach...a restvled package, 
product improvement, premium, ete. ... will sell hardest and 


best. 


The big question is WHERE... and 
November 10 SALES MANAGEMENT provides 


the answer with these two special studies: 


SALES MANAGEMENT 


Outstanding Study on LOCAL MARKETS by SALES MANAGEMENT 


Consumer Spending Units: by Income Groups 
for 229 Standard and Potential Metropolitan County Areas 


This information will be available for every 
metropolitan county area and for every county 
within each area...so that now, for the first 
fime, advertisers and their advertising agencies 
will know how many spending units there are in 
each income group and how much of the income 


each group possesses. 


The income groups are: $0-$2,499; $2,500- 
$3,999 - $4. 000-$6,999 : over $7,000 ... and under 
each of these group headings the tables will 


show the percent of consumer spending units in 


* Spending units are primarily families, but aiso include people living 


that group, and the percent of the income that 


the group account for. 


A Must in Planning Your 1954 Campaigns 


It will be almost the same as if you were able 

at no expense whatever... to check income, unit 
by unit, throughout every metropolitan area . . 

and to translate the results into a chart showing 
just where your potential in cach area is dis 
tributed and in what relation to your distribu 


tive outlets and media coverage. 


in hotels, college dormitories, army barracks, rooming houses, etc 


Tests and Test Markets 


Under Tough Selling Conditions 


SALES MANAGEMENT test market studies 
are always a publishing event. This one, the fifth 
in the series, tops all its predecessors in scope and 
detail and in its reflection of a crucial marketing 
period 

A pancl of 131 experts... executives of leading 
national advertiser companies and advertising 
. cooperated with SALES MAN 
AGEMENT?'s editors. Their experience, con 


agencies 
clusions and recommendations... often emphat 
ically stated...add up to a testing blueprint 
with many significant changes trom previous 


surveys changes not only in the theory and 


practice of testing, but in the selection of test 
cities and media. 
168 Cities as Test Areas 

Test cities will be published in four separate 
listings. One, 88 cities mentioned by the panel 
members as having been used by their companies 
in the six months prior to the study. ‘wo, the 53 
most recommended cities in a hypothetical test 
campaign submitted to the panel by SALES 
MANAGEMENT. Three, a// cities mentioned 
in this test, with the rank and number of votes 
for each city, but separated into population 
groups. Four, all these cities by rank, number of 


votes, population groups and geographic sections 


in NOVEMBER 10 SALES MANAGEMENT 


oti Taal. 


BEAUTY TREATMENT FOR CONCRETE: By now you've seen at least one patio 


where the concrete is stained with luscious hues straight from the Grand 


Canyon. 


Quite likely the effect was achieved with Kemiko 


(below). 


The product finds a market in highway safety applications too. 


Kemiko Sales Rise on Tide 
Of Trend to Outdoor Living 


Many California-based 


turers’ advertising, product design and 


manutac 


merchandising program now employ 
color in every saleable way to promote 
more dramatic and interesting living 
through color. 

A case in point is Kemiko, an 
achievement in permanent inorgank 
coloring for concrete. Developed and 


144 


marketed by Rohlott & Co., Holly 
wood, Cal., it is based o.1 the theme 
of “Grand Canyon Colors in Your 
Own Backyard.” 

Kemiko sales have increased ap 
proximately 10 annually in the past 
10 years and should double present 
volume in five years, with current 
distributor expansion plans and grow 


ng consumer interest in the product, 
according to Henry H. Rohloff, who 
heads up the 23-year-old firm. 

The dominating position color now 
plays in almost everything we buy on 
ise has a great deal to do with this 
product's steady growth. Kemiko de 
mands colorful sales appeals based on 
knowledge of changing ynsume! 
tastes. 

Until about a decade ago, Rohlott 
marketed Kemiko on a contract basis 
for use on job installations. Then the 
company 
lealer setup, and today the line is 
sold through more than 5,000 retail 
ers—about 500 for each distributor. 

Tremendous home building activity 
since World War II (especially in 


the West where real estate tracts have 


changed to a distributo 


ranches and 


orange groves) has stressed outdoo 


sprung up on. tormet 


liv ng and extensive use of bri k and 
cement decorative areas. The many 
“Shelter” magazines have de 
scribed this wavy of casual living with 


popular 


countless home decorating suggestions 
fo enri h the idea. 

Twenty vears ago, even tn sunny 
Southern California, homes were built 
more like eastern houses and moderate 
income families didn’t emphasize the 
outdoor living motif. Now the whole 
West is moving out of doors. And 
as the use of 
climbs—for exteriors and interiors as 
well—so do Kemiko sales. In the 


Kast, too, basement rumpus 


concrete and_ brick 


rOOMS 
California-style patios, and other out 
door areas add to the potent il ma 
ket. 

The idea of concrete stains started 
many years ago in Germany and Hol 
land. Other U.S. firms have used the 
same principle but not to any great 
Rohloff & Co. has 
emphasized retail sales to homeown 


extent. However, 


ers to a greater extent than othe 
companies, and has backed this re 
tailer-based program with jorful 
merchandising. 

But carrving this concrete surface 
stain crusade through retail channels 
has not yet spelled bonanza. Though 
sales volume today is hold ng its own, 
unseasonal weather Sue h is heavy \ 
rains in California last winte ma\ 
account for sharp ups and downs in 
the sales curve. Heavier color adve: 
tising and isually 
scheduled following any shortening of 
the outdoor work season, the summer 
being the big season in the milder 
West as in eastern and 
areas. 

Kemiko colors are warm, bright 
and enduring, composed of soft tones 
which help to reduce glare. Perhaps 
the product’s most successful compet 
tive sales appeal is that the stain is 
applied on dry concrete only, rather 
than as pigment mixed with wet 


more space is 


‘ yuther n 
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— 
Be SUNDAY e\iws wl 


are better than one... 


SACHS (duality Stores of New York offered 
Chairs in Pairs ... four colors. three prices eer 
October LO, 1952. in a color page 

in the New York Sunday News Magazine 
(metropolitan circulation only, about 2,400,000) 
and sold 4387 chairs ... more than S90.000 worth! 


... Lop price chairs led others two to one. 


8 The same page. repeated November 30, 1952, 


again sold 4635... in excess of 590,000 worth! 


@ Sachs Quality’s General Manager Sol Edelman 
wrote: “Both advertisements proved again that 

New Yorkers respond in great numbers to good offers 
made by advertisers in whom they have confidence .. . 
and the Sunday News Magazine is a most effective 


medium for reaching most New Yorkers...” 
" : 


8 Could you use more business? Why not find more 


in New York?... Call any News oflice! 


Ls seve, Se lacaata ene Saale eee ae 


| a / 
| wale CHAIRS 1M “ 


rary ) 


\ sla ae —— 


October 19 advertisement 


pt 
wert” cHains in “ 


uni ) 
OAS 

oe 
iy es 
Vo 


Sechs Quatery Store 


an nner erm 


oo 


reper ted on November 


The News New York’s Picture Newspaper 


with twice the circulation of any other newspaper in America . 
290 East 42nd Street, NewYork City 
155 Montgomery St.. San Francisco... 1127 Wilshire Blvd... Los 


Tribune Tower, Chicago 


15 1983 


Anvele S 


If You Want 


oo LIKE 


Brand Disinfectant 


With a mass product, 


you buy mass markets. 
Mid-America is one — 
a mass market, dominated 
by farmers. You can't sell 
Mid-America without farm 
families, nor the magazine 
that concentrates on them 
alone! 


cement. The product can be appl ed 
a day, month, even several years atte! 
the original concrete was poured. 
The ready acceptance in the Far 
rapidly 
catching on in the East—is providing 
a substantial market for Kemiko. It 


has Many 


West of concrete patios 


ndustrial applications as 
well, such as automobile dealer and 
other spacious showrooms. In South 
ern Calitornia alone, over 20 million 
square teet of concrete tennis courts 
and other large exterior areas have 
been Kemiko-colored. 

An unusual application is found on 
highways where sections (for exam 
ple, lead-ofts) are stained to increase 
visibility and to aid in traffic safety. 
Many of these are found in Cali 
fornia and Florida and in other states. 

The stain may be applied fo in 


He's Made 20,000 Calls 


C. Edgar Smith, President, “Tow 
Cleveland, has just 
completed his twenty thousandth call. 
What makes .this record more re 
markable is the tact that all of the 
calls were made within a couple of 


motor Corp. 


weeks. 

During his whirlwind campaign, 
Smith traveled by train, car plane 
ind boat, and even by foot. His calls 
took him into every city and village 
in the United States that boasts an 
ndustrial plant of any size, as well 
as into Canada, South America and 
many other toreign countries. 

lowmotor is a leading manufac 
irer of tork litt trucks and tractors. 
\llowing for traveling time, a man 
ould average no more than tour calls 


terior floors in playrooms, dens, sun 
parlors and hallways to contrast with 
outside applications to patios, barbe 
ues, terraces, driveways, garden walls 
and walks. At Sun Valley Lodge, for 
example, a natural plank effect was 
achieved on exterior walls by use of 
proper forms and V-type joint. Walls 
were stained in slight variations of 
natural redwood, and balcony and 
terrace floor areas were colored in 
variegated flagstone effect. 

The above are typical examples 
of the growing market for Kemiko. 

Working with architects, securing 
their specifications, has provided a 
large market for volume sales. Con 
sultant work such as this is an impor 
tant part of the Rohloff sales plan. 
Where a specific large project devel 
ops, architects and/or contractors re 


a day. At that rate, it would have 
taken Smith over 19 years to complete 
the job! 

‘There was only one way around 
that, and Smith took it—Ae traveled 
by mail. 

“ANIr. Smith to see you, sir!” is a 
brochure which comes close to a per- 
sonal call. It is written in the first 
person. 

“How do you do, sit I'm kd 
Smith trom ‘Towmotor Corporation,’ 
says the blurb. From there on Ed 
Smith takes over and displays his 
salesmanship. 

With effective timing, Smith takes 
his leave of the reader. 

Long atter reading the brochure, 
most persons will feel that they have 
actually met and talked with Tow 


notor’s president. 
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STUDEBAKER 


When your product 


costs important money, 
you want the people who 
have money. Farm families 
are near the top. And tops 
among them are the read- 
ers of Capper’s Farmer. 
They are the most prosper- 
ous farm families in Mid- 
America, itself the richest 
farm market on earth! 


armer 
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quest special color samples. Sample 
concrete blocks are made up of re 
quired stains, developed by company 
research chemists; these are then sub 
mitted to the architect's office for ap 
proval. 

Contractor business is developed to 
the point where, if the size of the job 
Rohloff’s technical staff 
will travel to any point in the U.S. to 
apply the stain for the contractor 
ol builder oOo! 


Warrants it, 


highway department. 
Many of these men are carried on 
the payroll with extra part-time pet 
sonnel available for larger jobs. 
Originally developed in 12 
the patented stain tormula has been 


U olors, 


cut to nine colors. Rohloff has dis 
covered that narrowing color range 
helped dealer sales efforts. The reduc 
tion from 12 to nine has not curtailed 
sales; instead it has given dealers bet 
ter control of inventory, and faster 
turnover. 

Color range, keyed to present color 
tastes, centers around greens, tans, 
black and mottled effects. Chemically, 
the colors are restricted to those 
which can now be produced. There 
are difficulties to be surmounted in 
perfecting definite yellows and blues. 
The nine colors offered today include 
jade green, evergreen, hunter green, 
malay tan, rust, tile, Colorado brown, 
antique green 


tin) and black. 


(mottled green and 


How It Works 


The color solution of Kemiko pene 
trates to the full depth of the pores 
ind forms its color through chemical 
reaction with the cement particles in 
the colder, naturally orey tone ot 
oncrete, It then becomes an actual 
ind permanent part of the concrete 
surface and cannot chip, crack, not 
peel; to eliminate the color, the con 

ete surface itself must be 


iway, 


worn 
To promote a colorful product 
four-color advertising is the logical 
hoice. . 

Magazine media and some news 

‘rs get the lion’s share of the 
budget, placed through the Welsh 
Hollander Angeles. 
‘s ncipal magazines used are Sunset 
Book of Tlomes, Better Tlomes and 
Garde ns Los Angeles Times Tlome 
VWagazine section, the Ald Bulletin 
ind Western Paint Review. Fou 
colo full page 


agency in [os 


nsertions are sched 
uled twice a vear in magazines, with 
ibout six editions of Sunset used; the 
schedule is filled out with smalle: 
lvertisements. The California Book 

llomes 


four-color adver 


seven regional editions 


nts which 


If You Want 


FARMERS 


With a product for 


farmers, you want on-the- 
farm circulation. Not 
would-be farmers, or half- 
acre farmers, but those with 
fields to work...stock to 
raise... buildings to main- 
tain. Capper’s Farmer cir- 
culates 90% 


farm! 


right on the 


: ie Dawe 


Memo for Industrial Sales Managers 


Available cbout November 15... 


In one reprint all five of the articles entitled ‘Wanted: More Crea- 
tive Selling for Products Sold to Industry," the series which is com- 
pleted in this issue. (See page 121) 


The sub-titles of the articles: 
“Better Selling Begins with Top Management" 
“How to Classify and Evaluate What You Have to Sell’ 
"Finding the Men Who Can Influence the Sale" 
“A BC's of the Selling Process" 


“Organizing for Efficient Industrial Selling” 


Send orders to Sales Management's Readers’ Service Bureau, 386 
Fourth Ave., New York 16, N. Y. Price per copy: 50c. 


feature the Grand Canyon color 
theme. 

Many of these publications have 
featured editorial spreads on the 
product’s application which have 
sparked consumer interest. A recent 
highway application in Tampa, Fla., 
received feature presentation showing 
the stain’s use on highway lead-offs 
and center parkway strips, in a west- 
ern construction business publication. 

At present, principal distributors 
include, in California and the western 
states: W. P. Fuller & Co.: Pitts- 
burgh Plate Glass Co., Sherwin-Wil- 
liams and Painter’s Warehouse, Phoe- 
nix; C. P. Keeler in Oregon and 
Washington. To establish active dis- 
tributors, says Rohloff, means close 
personal contacts. The company’s 
main efforts have been in the 11 west- 
ern states. Texas and the Hawaiian 
Islands is a few southern states, 
with the eastern market vet to be 
developed. 


Why This Distribution? 


The distributor organization for 
the most part services a_ far-flung 
dealer group. However, the company 
handles a few dealer accounts indi- 
vidually. The larger concerns have 
their own branch stores; these act as 
distributors to service dealers in their 
own areas. Four direct salesmen are 
employed by Rohloff out of the Hol- 
Ivwood office to work with distrib 
utors or to contact architects In secur- 
ing specifications for raw materials. 

The best, and most profitable, dis 
tribution outlets are those which are 
the most successful for paint manu 
facturers—hardware and paint retail- 
ers and building material stores. For 
a product such as concrete stain, the 
firm has had to be cautious about 
many “fly-by-night” distributors or 
itinerant sellers who promise much 
but produce little in the way of sales. 

This specialized item is not too di 
rectly competitive with paint manu 
facturers (many of them do not mar- 
ket similar products), which accounts 
for the large number of paint com- 
pany distributor outlets. 

More direct competition OmMmes 
from those firms that market pigments 
mixed with wet concrete. The Ken 
iko sales story seeks to meet its con 
petit on fairly with a quality theme 
and its unique features: for example, 
application to old concrete rather than 
mixing with fresh work, which makes 
the product more adaptable to the 
consumer market and to the redec- 
orating-minded homeowner who can- 
not afford new concrete work. 

Savs Kemiko: “The average stain 
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job outlasts five to six coats of paint. 
This is effectively brought home to 
consumers who have tested the prod- 
uct and recommended it to friends or 
neighbors. It requires no preliminary 
treatments such as older type stains 
which required acid etching and three 
to four scats of stain, an involved 


process for the average homeowner, ee 
even for the contractor.’ 


Appealing and convincing — sales 
themes such as_ these — hammered (AS EVERY FALL SINCE 1948) 
home to distributors, dealers, con 
sumers, architects and contractors 
are now paying off in added volume 
for Rohloff. 

Merchandising aids for dealers are 
colorful. They include an actual con- 
crete block and cardboard easel dis- 
play piece with the stained blocks in- 
serted to show color cho ces. Another 
novelty display is a revolving counter 
easel which shows how different color 
| io installations would look on 


+ 


pl al home. | hese pieces go to retal 


1 


outlets exclusively. 

Originally, actual concrete sample 
sets were not supplied to dealers and 
listributors, but with color emphasis 

a requisite to sales, the sample 
were recently substituted for 
samples on which it was difh 

It to reproduce actual shades for 

stomer selection. 

In many dealer stores, where space 
illows, a sales display vard proves 
an effective selling aid. A variety of 
concrete surfaces stained with differ 
ent Kemiko colors leave no doubt in 
the customer’s mind as to how his own 
patio, walk or wall might look with 
the product applied 

Allied products distributed — by 
Rohloff include concrete hardeners, 


sealers nd waterproofings. 


OO eee ese big how and others whic h space won't permit 
\ 


Our Ego —a ir listing, are the shows with PROVED RATINGS 


St ther i tant fact mp! teners and viewers are tuned to the estab 
li another importan actor 4 < 

° rye hed CHANNEL 5 STATION —WMCT 

in getting people to like you is ' 

to practice building up the ego 

of other persons. The ego, being 


ack Mee ee MEMPHIS 
is sacred to us. il s in every ) T0 SELL 
person a normal desire for a vou NE f D 


feeling of self importance if | 


\ SE. 
deflate your ego and therefore ‘ ™” 
your self-importance, though you ) W 
may laugh it of, | have deeply ( 

CHANNEL 5 
shown disrespect for you, and 


OT aa ae ake a MEMPHIS’ PIONEER 
adh oh | TV STATION 


are finely developed spiritually 


wounded you. In fact, | have 


. j National Representatives The Branham Company 
you are not going to like me very ( Owned and Operated by The Commercial Appeal 
| Affiliated with NBC 

= Also affiliated with CBS, ABC, and DuMont 
—The Power of 


Positive Thinking ‘ oe | 
By Dr. Norman Vincent Peale f : "E | 
ithe 4 ig 


RRA 
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IT'S NOT LIKE 
HORSESHOES ... 


No, indeed, it's not like horse- 
shoes, because in sales work 


close ones don't count. 


Only CLOSED ones ring up 
sales, and commissions, and 


over-rides, and promotions. 


Closing a sale isn't a hit and 
miss proposition. It requires 


definite techniques. 


A knowledge of these tech- 
niques, and knowing how to use 
them, will help your salesmen 
to close more — instead of 


merely coming close... 
Show them how to close with: 


“CLOSE ISN’T CLOSED” 


part of the outstandingly suc- 
cessful sound slide program... 
AGGRESSIVE SELLING 


You may obtain a preview 
without obligation. 
Write for details. 


WESTEN-WILCOX 


6108 Santa Monica Blvd. 
Los Angeles 38, Calif. 


A Hatful of Ideas to Spark 
Your Distributor Meetings 


How many of them can you put to work in your next training 


session? They're tested, they're fun, and they make sales. 


BY LOUIS H. BRENDEL 


Merchandising Director, James Thomas Chirurg Co. 


“You have to attend but you don't 
have to be nterested,”’ Sav mali\ 
bored distributor salesmen about sales 
meetings they must Sit through. 

Here are some demonstration ideas 
which manutacturers have success 
tully used to hold salesmen’s attention 
at meetings: 

\ Browning Co. 
ompared acon pet tor’s cast ron 


representative 
sprocket and sheave bushing — by 
throwing it to the floor and breaking 
it into several pieces. His own product 
weathered the same test because it 

made of malleable iron, and was re 
nserted into its sheave none the wors 


for the ordeal. 


How Norton Does It 


The Norton Co. dramatically den 
onstrates a new fiber-impregnated 
grinding wheel by using it to 
ompletely in two a standard hard 
ened file. A second wheel is then used 
to slice through dense bronze castings 
(notably hard 
Distributor men are impressed with 
the fact that this wheel shows no ap 


ind titanium metal 


preciable weal although an average 
wheel would have broken down raj 
dly. 

Cleveland Twist Drill representa 
tives impress audiences by showing 
how the right and wrong drills pe 
form when drilling aluminum, bronze, 
cast 110n, hard rubber and Bakelite. 
| sing a portable electric drill, they 
demonstrate how a regular drill used 
for steel becomes loaded with chips 
and does not cut Bakelite smoothly. 
When a Bakelite type ot drill is used, 
the chips curl out cleanly. The pei 
formance continues by drilling the 
various materials first with the wrong 
drill and then with the recommended 
one—a way to offer proof. 

The Dayton Rubber Mfg. Co. 
successfully introduced an incentive 
campaign which had merchandise 
prizes by means of a suitcase filled 


with ridiculous items such as long 
inderwear, socks, women’s bras, ete. 
which the speakei used to emphas ze 
that his contest was going to be fun. 
At the close of the meet ng, the men 
were asked to stand and look unde 
their cha rs, where each found a dol 
lar bill. The speaker used this device 
to emphasize the moral that all a 
tributor salesman had to do to 
earn money with his line was to go 
out and find it. Distributors report 
these techniques keep meetings 

Pt ve. 

Nlann ny \laxwell & \loore on 
bines a quiz and a game of chance to 
add interest. It is a mechanism which 
esembles a wheel of chance; names 
of distributor salesmen are inserted 
n the various slots. During the ques 
tion period, the speaker Spins the 
wheel and the man on whose name it 
stops must provide the answer. Small 
prizes of merchandise or cash 
ised to encourage the attenti 


the audient ec. 
Tube Turn's Idea 


Tube Turns dresses up its quiz 
game with a te hnique similar to 
‘Doctor, | Have A Man in the Bal 
ony.”’ Inexpensive prizes are awarded 
for correct answers. The FE. C. At 
kins Co. representative makes up two 
teams, one con posed of older sales 
men and the other of cubs. He then 
holds a “spell-down” type of quiz 
between the teams which creates con 
‘he Thor Tool Co. 
jazzes up its quiz with two sets of 


siderable interest. “ 


cards one set carries distributor 
salesmen’s names, and the other the 
various features of its tool. The sales 
man whose name is drawn must stand 
and give a talk on the question 
matched off with his name. 

\ hack saw blade manufacture: 
representative permitted each half of 
his audience to select a contestant 
who then raced the other selectee in 
cutting through a piece of steel bar 
stock with a new fast-cutting saw 
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blade. Both sides cheered tor thei 
“champion” and timed the 
This was fun. It held the complete 
attention of all. And, most important, 
it impressed each witness with the 


speed with which this new blade cut 


event. 


steel. 
The maker ot 


super hard seat and disc put a steel 


a valve that has a 


paper clip between this seat and dis 
and closed the valve down tight. Each 
member of the audience inspected the 
“Strong arm’ had 


pate in the smash 


valve so that every 
a chance to parti 
ny of the cl p. Afterwards, the valve 
was opened and it was disclosed that 
the hardened seat and disc were un 
‘mished while the clip was flattened. 


i had teen 


sf ated that pipe sc ale, weld ng beads 


Mpress vely demon 


troreign matte could not injure 
valve if it were trapped between 


seat and dis 
Showmanship Examples 


\lthough showmanship wi 

take the place of straightforward ex 
planation of products and markets, it 
anon ake a meeting more interesting. 
sin ple analog es or Comparisons may 
be helpful. Here are some exan ples. 
A carpenter's saw was used to il 
finish. The serrated 


1 
lustrate a supel 


edge showed how an ordinary finish 
would look under high magnification 
showed how 


look unde the 


ind the smooth edge 
iper fin sh would 
Same magnification. 


Q)ne manutacturer req 


( resentative 
v ring, with a “dia 
golf ball to 
dramatize the fact that parts of his 


produ t are 


put on a flash 
mond” is large ds a 
finished on diamond 
rinding machines. Six representatives 
showed up at a sales meeting featur 
ng 3-NI Scotch ‘Tape 
bright scotch plaid jackets and neck 
ties They made the 


ittired in 


presentation 1n 
“attention-getting” 
dist: butor 


“that 


these startling 
and months later 
salesmen are st I] talk ng about 
3-\I meeting.” 

Most manufacturers fail to make 
the most of demonstration techniques 
either at distributor meetings or with 
onsumer prospects. An outstanding 
s that of the maker of 


pants who uses six 


success story 
work 
strongmen-tug-ot-wal 


men’s 
teams tugging 
at the legs of his product trying to 
rip the seams, with free trousers to 
each man on the team who is able to 
rip them. For 70 years these demon- 
strations have been made at distrib- 
utor meetings and country fairs. More 
recently the same demonstration has 
been effective in industrial plants dur- 
ng lunch hours. In one year this 
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* A 25% Increase in Circulation 


MORE COVERAGE IN A 
GROWING INDUSTRY 


The Restaurant Industry is the nation’s fourth 
largest business and GROWING! It now con- 
sumes 25% of all the foodstuffs produced in 
America 


| have found most restaurant operators 
throughout this country keenly aware of the 
great fields before us. It has been predicted 
that our business, which in 1950 was the 
staggering sum of 13 billion dollars, would 
double in the next ten years. Fantastic as it 
may seem, our business has quadrupled since 
1930, and most astounding is the fact that 
the latest figures show that in 1951 our bus! 
ness increased from thirteen to fifteen billion 
dollars, the unbelievable sum of 2 billion 
dollars, in one year. It is possible that today 
this figure may be 16 billion dollars. No other 
industry in our country can show such an 
increase.” 


From a keynote address delivered by J. Fred 
Volimer, president, National Restaurant 
Association, at the 34th Annual National 
Restaurant Convention and Exposition, Navy 
Pier, Chicago, May, 1953 


ERAGE WHERE II JUNTS 


JTHER FAST FOOD OUTLET 


GROWING with the industry is the industrial 
restaurant. It has become an important part 
of the commercial feeding market..In this out- 
let food sales are placed at 463 million dollars 
annually according to a National Restaurant 
Association estimate 


The majority of the 10,000 increased circula- 
tion will be in the industrial restaurant 
market and will also include the industrial 
caterer. 


The balance will be in other larger fast food 
operations with particular reference to 
increased drive-in coverage 


an ae ae ae ae ae ae | 


50,000 


GUARANTEED 


WITH THE 


JANUARY ° 1954 


ISSUE 


% Advertisers Will 

Receive This 

Additional Circulation 

As a Bonus Thru 

The March 1954 Issue 

On Contracts Received 

By the End of This Year. 
For 1954, space rates go up only 1242% in 
the face of a 25% uppage in circulation 
10 LOWER ADVERTISING COST 


Even with the rate increase the cost per 
thousand of circulation has been reduced 


RESERVE SPACE NOW 


Reserve for every month of 1954 so you will 
have consistent sales promotion in this fast- 
growing, lucrative, specialized market. By 
so doing you will also receive 30,000 bonus 
circulation at the old rates in the January, 
February and March issues of 1954. 


‘FOUNTAIN & - 
FAST FOOD 


386 FOURTH AVE. /\ 


NEW YORK 16, N.Y, 2m 


manufacturer spent 60% of his ad- 
vertising budget on these demonstra 
tions and his sales tripled. 

A New England distributor credits 
the Gates Rubber Co. with “the most 
nteresting meeting in a long time.” 
The Gates man gave each distributor 
man a (sates Catalog and then asked 
questions on the application of indus 
trial hose. The first man in the audi 
ence to get the correct answer to a 
question was given as Iver dollar, a 
half-dollar or a quarter. This made 
i game of what might have been dull 

itine and the men were intrigued 

1 the competition rather than con 
the actual 
didn’t total ove $12). 


about money 
are innumerable other dra 
techniques which are used by 
turers to put showmansh p 
‘| hese de 


ij be used to help des be 


tributor meetings. 


ition of the produ t or oO 
tize some fteature of its manu 
example: A pressure gauge 
turer representative clarified 
ation by showing how a New 
blow-out, inwinding noise 
da bourdon tube (the heart 


re) are identical in principle 


Write for your United Rate Calculator to 
help determine moving costs. We will 
also send a helpful United Moving Kit. 


UNITED VANS EXCLUSIVELY 
ARE ' SANITIZED 
FOR YOUR PROTECTION 


A noise-maker was given to each 
member of the audience. He empha- 
sized precision by telling that Swiss 
watchmakers’ machines were used 
(capable of making threaded screws 
little larger than a fly speck) so small 
that a one and one-half ounce glass 
(which he held up) would hold a 
quarter of a million screws. 

These simple but graphic devices 
nsured interest and recall for this 
man’s meetings. Of course, techniques 
such as this do not take the place of 
product and market knowledge. ‘They 
are used in addition to basic facts 
salesmen want. 


Hit It Hard 


The Universal Engineering Co 
demonstrates the toughness ot ts 
bushings by permitting audience mem 
bers to “sock” its product and a com 
petitor’s bushings on a large anvil 
with a seven-pound hammer. A con 
vinced distributor reports: “Since the 
competitive product usually breaks at 
the first blow 


manutacturer s produ t 


the ruggedness ot the 
s physically 
mpressed on distributor men.” 


Don Lambert, The Falk Corp 


captures audience attention at the 
start of his meeting by inviting a dis- 
tributor salesman to the platform and 
asking him for a dollar. Don matches 
this dollar with one of his own and 
points out that if this were the sales- 
man’s last dollar the latter would 
then be broke while Don would have 
two dollars. Lambert returns the tw: 
dollars to the salesman and leads hin 
back to his seat. This sets the stage 
for an explanation of the fact that 
they had been trading ideas the 
would now both have two. During 
the meeting he will trade his produc 
knowledge in return for the distrib 
itor salesman’s experience in selling 
and his local customer knowledge. 
Here's an interest-arouser used by 
Nicholson File Co.: at the start o! 
the meeting, a 16” file is exhibited 
and the audience is told that afte 
they have been informed about 
method of manufacture, they ma 
guess how many teeth it has. Guesses 
are recorded on special cards on whic! 
the salesman also writes his name 
home address and occupation. The 
winner receives a cash prize and 
Nicholson insures audience attentior 
ind is given personal intormat 
otherwise difficult to obtain 


Who moves you is just as 
important as where you move 


@ Transferring sales personnel can be a real 
headache . . . no two ways about it. 


Now, there’s a sure way of getting it done right! 


Just dial the always helpful United Van Lines 


agent nearby... give him the order...and then 
relax, knowing United Pre-Planned service 
will take over, completely. 


You will find a nearby United agent in your 
classified phone book. He is at your service! 


wu nited VAN LINES, wc. 


MOVING WITH CARE EVERYWHERE 
OVER 400 AGENTS IN U.S. and CANADA 


Headquarters— ST. LOUIS 17, MISSOURI 
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This is the kind we have in the Growing Greensboro Market!" 


~“ 


HERE’S A JEWEL OF A MARKET in a sales 

studded state!... The Growing Greensboro ABC 
Market delivers 1/6 of North Carolina's 4-million 
population, yet the same prosperous ABC Retail 
Trading Area delivers 1/5 of the state’s sales of 
food, drugs, furniture-household-radio, general 
merchandise, and total retail sales... Best way to 
tell your story to the folks you want to sell in the 
South’s No. 1 State—is in the 100,000 daily circu- 
lation of the GREENSBORO NEWS and RECORD. 


The only medium with dominant coverage in the 
Growing Greensboro ABC Market, and with 
selling influence in over half of North Carolina! 


Greensboro 
News and Kecord 


GREENSBORO, NORTH CAROLINA 


Represented Nationally by Jann & Kelley, Inc. 
Sales Management Figures 


ises a second questions are tricky,” the salesmen not depend entirely on the manufac 

attention-getter”’ if vises are avail- are surprised at the number of ques- turer to stimulate interest and at 
and a technic al type of meeting tions the answet! incorrectly. The tendance. Kor many vears the com 
Fach salesman is blindfolded manufacturer has learned that this pany has prepared five questions in 
ena file and a piece of metal “loosens up” the meeting and that advance of the meeting and has taken 


and asked to file the metal. He is salesmen pay greater attention be steps to insure that the speake 
; tr} 
1 } 


covers 


el on 


ee to six different types cause they are impressed by the fact the answers. Five dollars goes to the 

by the bite’ o1 feel” is asked that they don’t know all the answers. first man who submits the correct set 
them. The salesman who of answers. Since the men 

correct answers - idea what these questions re, they 


i small y m: Some Sour Ideas must pay close attention all through 
the meeting in orde fo avo d embar 
G.E.’s C: v Department . rassment by being unable to answe 
this technique to set a group at ease If no correct set of answers is turned 
at the opening of a meeting. TI in, the jackpot accumulates for the 
speaket savs, “You have all ; nded next meeting. (Actually $15 
salesn en's sales meetings at whi h y | ay highest this prize has eve built 
tion called ‘n peanut ideas and thrown out ; generally, the $5 is paid out 
ables the nhandtu pean its.” He then men irst night 
th; 


Ws con t n ne sour deas that } ive been ] xpenienced manutact 


ng d i other meetings and distributors realize that hos a 
with no mphasizes this by tossing out lemons noise can never take the 
ive idea 1S compared sound knowledge ; f 
and sample oranges proves good food. 


it now and : ‘Tell the distributor's eal 


) 
pla 


a big idea,’ 1d how the product is made 


ented by tossing out a g e the most ettective 
if The scrie j imaxed itl $ p oduct S 
} 


vaked potato iN ( runcti } I ompetitor 
' } 


lots. ‘This uz IS given ; . with a little Bunsen irne armet his, Mr. Manufactur 


ng of the meeting and each sales- to dramatize a hot potato idea mgs will be a sue 


ades his own paper. Since the Harris Pump and Supply Co. does your compan 
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All business is specialized 


..and nothing specializes 
on your business like your 


husiness pape 


This profit-wise peddler looks for 
the wettest crowds. His business is 
pecialized. Like yours 

And like your business, this bus- 
iness paper of yours specializes, too 
It packs into one place the current 
facts you want. It scouts out, sorts 
out, reports and interprets the specific 
news and information you need to 
keep posted and keep ahead in your 
field. Cover to cover, editorials and 
ads, it concentrates on bringing you 
specialized help youcan’t get anywhere 
else. Read it thoroughly . . . and put 
it to work. 


This business paper tn your 
hand has a plus for you, 
member of 
the Associated Business 
Publications. It's a paid cit 
culation paper that must 
earn Ws readership by tts 
And it’s one of 
a leadership group of busi 
ness papers that work to 


because it's a 


quality 


gether to add new values, 
new usefulness, new ways 
to make the time you give 
to your business paper sull 
more profitable time 


Coming... 


"Operation Rainfall’’: 
It's Strictly 
A Custom-Selling Job 


in Sales Management 
November 1 


@. 


One of a series of ads prepared by 
THE ASSOCIATED BUSINESS PUBLICATIONS 
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What Happens to Margin and Profit 


When You Cut Prices 5%, 


(Continued from page 24) 


addition to being conservative, if gives 
him something tangible to look at 
without a great deal of work. 

Many sales managers find it diffi 
cult to get access to figures on produc 
tion ‘There is an effective way 
to do this quickly by using a simple 
formula. Before seeing how the for 
mula works out in action, let’s look at 
some of the results it turns up. Bear 
in mind that the assumption is made 
Ml Cac h 


costs, 


ase that unit production costs 


issume that you have a 25% 
gross margin and are considering cut 
ting The formula 
will show you that vou'll have to raise 


se 


your prices J; 


unit sales by 


+ to have the same 
oOvel ill dollar ross 

Or let’s assume that vour 
30. 
The show 
you ll unit 


make the same dollar gross, 


Yross Is 
You want to cut prices 10. 
formula that 


increase to 


will 


SOC, 


vou 
need a 


As a final example, your gross is 
30; and your proposed cut is 20%. 
You'll 


sales hy 


have fo increase youl unit 


0067 to get the same nun 
ber of dollars of gross margin. 
Here is the formula: 
\l 
X 
M-C 


In this equation X is what you are 
after: “the percentage of increase in 
unit volume which would be required 
the 


margin in dollars as previously earned, 


to earn same amount of gross 
assuming stable production cost per 
unit.” 

The percentage of 
margin, figured on the selling price 
as the base, is represented by M. The 


percentage ot proposed price reduction 


present 


“ 
ross 


s 


Let ous assume that the present 


10%, 20% ? 


margin is 2/7¢¢, 


and that 
propose to reduce the selling price by 


Qo, 


vTOss you 
while maintaining the same pro 
duction cost per unit. Here’s how the 


formula works: 


X 
09 
The answer is, of course, .50 or 
50% . 

For an example which applies these 
but imagin 
ary, case see the table at the bottom 
of this page, “When You Cut Prices 


Qo - 


percentages to a specifi 


There’s also a formula for figuring 
the dol ar 


sales whi h would be required to give 


percentage of increase in 
the same amount of dollar gross mal 
gin after a price cut (again assuming 
that prod iction cost pet 


unit remains 


the Same ) : 


X 


If NI equals 27° or .27, 

or .09, this formula will give 
as the value of X. Thus, in 
the example previously cited, dollar 
sales would have to from 
$100,000 to $136,500 to maintain the 


and C ts 
; xf 
6. ( 
increase 


original $27,000 gross. 

Some people don’t like to work 
with formulas, and for them the 
tables on “You'll Need More Units” 
and “You'll Need More Dollars” 
may be helpful. These show the effect 
of the two formulas in a considerable 
all ot 
which assume that costs remain con 
stant per unit. 

Production 
do not 


number of possible Situations, 


usually 
This is 
largely bec ause they are made up of 
fixed costs, which tend to remain sub 
stantially the same regardless of vol 


unit 
constant. 


costs per 


remain 


Production cost per item 
Gross margin per item 
Selling price per item 
Numbers of items sold 


Total sales volume in dollars 


Total production cost in dollars 


When You Cut Prices 9°o 


After 
Price 
Cut 


$7.30 
1.80 
$9.10 
15,000 


Before 
Price 
Cut 


$7.30 
2.70 
$10.00 
10,000 


(19.8%) 
(Cut of 9%) 
(Increase of 
50% ) 
$100,000.00 
73,000.00 


$136,500.00 
109,500.00 


Total dollar gross margin 


$ 27,000.00 $ 27,000.00 
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How Price Cuts Can Affect Gross Margin 


1 
Estimated Number 
of Units Sold 


Present Prices 
Cut 


Cut 


Unit Sales Dollar 
Price One Unit* 


(A Hypothetical Case) 


2 3 4 
Cost of Producing 


Total Production Gross 


5 6 7 

Gross Margin as 
Cost Margin of Sales 
$51) 


Costs whicl 
with vol 
hanges, 
the cost 
olume rises. 


the so-called fixed 


} sometimes 


en't really fixed, and increase 
ous higher volume levels; simil 
the ratios I Val ible Ost t 


these 


VOLUME may al ° | ven If 
conditions exist, t rule holds that 
the duction per unit is likely 
lower at higher volumes 

In cases where you are thinking 
about utting prices to raise volume 
and where the production cost pet 
init will fall with rising volume, you 
sho ild 


s ilts ot ear h ota nun ber ot Poss ble 


figure out the gross margin 


rice ifs. The ise of formulas Or 


ibles derived from them is too com 
! 


plicated in these cases. 

' 
such as “How Price Cuts Can Affect 
Margin” (see 


which will show tor 


The solution: Set up a special table 
Cyross chart above 
each of 
Poss ble sell ny price levels: 

|. Probably changes in unit 
{ Column l. ) 

L.stimated changes in production 
unit. (Column 4.) 
guring out the sales at the various 
levels is a job for your market 
esearch people, and it might be a 
dea to have them ugy 


each possible 


Various 


1 olume. 


est a 
of volumes tor 
evel, | Stimating the produc 
osts at each price level should 

be done by handling the more-or-less 

fixed costs separately from the more 
or-less-variable ones, and then putting 

1 two kinds of costs together. 

The example shown in the table 
reflects 
ondition that kind of 
table can be expected to reflect. 


in imaginary one, of ourse ) 
the general 
It points, for example, to the fact 
that a 106% price reduction would in 
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that case apparently yield a large 
dollar gross than any other ice al 
ternative, including that otf leaving 
the present price unchanged. 

How much this result could be 
hanged by different figures on prob 
able sales or on unit costs of produc 
tion is readily apparent. So it is evi 

that in this kind of calculation 
a great deal depends on the accuracy 
of the estimating. 

This dependence on estimating 
doesn’t make the 
The method is the best approach to a 


method unusable. 
price change when unit costs vary 

even to a price change that is torced 
by competition. ‘The main drawback 
to this particular method, trom the 
standpoint of the sales manager, is 
that in many cases he isn’t able to get 
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Salesmen Must Know 


The successful salesman must 
know markets. Only then can he 
effectively apply his sales story. 
Remember always that no com 
pany, no salesman operates in a 
vacuum. No matter how superior 
the line or how effective the story 
application must be in compar 
ative terms 

This means that the well 
equipped salesman knows what is 
going on in his industry, what are 
the current preference trends, how 
sales are going generally for all 
product types, the current stories 
being used by competitive sales 
men, the genera! picture of indus 
try events 

—Jay Gould 

Executive Vice-President 
Frankfort Distillers Corp. 
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unit production costs and is torced 
either to make his own assulnptions 
about them or to assume, arbitrarily 
that they won't chanve. 

These considerations certainly 
point up the usetulness of the quick 
measures discussed earlier in_ this 
article. 
rough, provide helpful intormation 
long before a complete analys s could 


‘| hese Mmcasures, adm ttedly 


poss bly be finished. 

Properly interpreted, that kind ot 
nformation can be extremely usetul 
in a changing price picture, 

Bear in mind that the costs we have 
been talking about have been produ 
tion costs only. The tormulas and 
tables will show how much you will 
have to increase sales to maintain 
what may be called your production 
gross Margin in case of a price cut 

However some. sales departments 
are expected to work toward proje 
tions or estimates of net profit, ex 
pressed in dollars or percentages of 
sales. And operating statements are 
compiled to record the actual net 
profit or loss accomplishments of a 
great many sales departments. 

Hence many sales managers have 
to concern themselves with maintain 
ing net profit, which is figured after 
both production and distribution cost 
as well as administrative expense. 

The same formulas which were 
used to calculate tables on “You'll 
Need More Units” and “You'll Need 
More Dollars” will work on a net 
profit basis, by merely substituting 
your present percentage of net profit 
for M provided that the total cost 
per unit doesn’t change with volume 
If it does, then a table such as “How 
Price Cuts Can Affect Gross Mar 
gin’ can be worked out, using total 
costs instead of production costs, and 
arriving at net profit instead of gross 


profit 


tion with sales are explained in prac- 


tical manner. Different methods ot 

determining the size of the advertis- 

ele ing budget are presented together 
OU e e e with a list of advertising expendi- 


tures based on the percentage of sales 
in basic industries. Write to Publicity 
Committee, Affiliated Advertising 
Agencies Network, P.O. Box 104, 
Madison 1, Wis. 


Booklets, Surveys, Market Analyses, Promotional Pieces 


d Oth i . 
an er Literature Useful to Sales Executives — 


Published by Premium Practice with 
the assistance of Frank T. Dierson 
Buying Trends in Home Improve- garden = equipment, power lawn Associate Counsel, Premium Adves 
ments, household furnishings and mowers, photographic equipment, etc. tising Association of Ame it pre 
equipment in the non metropolitan Write to Victor Hawkins, Directo 
y r t* } 9 ‘ Sfafe S » 2 
narket: A Ilousehold magazine sub Research, Capper Publications ate law he th whicl 
scribers’ report on what's new in their ne., 912 Kansas Ave., ‘J opeka, Kan user should be familiar 
hou ( holds some of the highlights . federal law a if 


sents a helpful digest ot 


410,500 say they will build or buy a government agencies 

home in their next major purchase ; Advertising Budget: One of a pro pally responsible for ent 
101,250 designate remodeling and ad posed series on basic advertising prob laws which in some was 
ditions; 31,500 plan to install util lems, prepared by Afhliated Adver- UM USC, COVEFINE - 
9 250 will invest in built-in and tising Agencies Network. It answers lotteries; Robinson-Patman 
kitchen cabinets; 49,500 designate the question, “Why budget determin cise “Tax; income-tax 


heating and air-conditioning ; 47,250 ation?” and lists important points the cohol beverages ; 


1 


1es 


ity bathroom fixtures and equip advertising budget should cover. foods, drugs and 
nt; 29,250 want kitchen sinks; Charges that belong in the advertis stabilization; postal regul 

5,000 tavor water heaters; 74,250 ing account go on the ‘‘white list.” der state laws these subjects a 
say they want automatic washers. In Charges that do not belong in the ad covered: Fair Trade; untair sale 
luded are data on small electri vertising account on the “black icts; redeemable coupons; trading 


9 
0 pad 
te] 


en appliances, pressure cookers list,” while border-line charges are stamp taxes. Under special laws are 

ironing equipment, clothes placed on the “gray list.”’ Basic influ- these examples: alcoholic beverages ; 
irvers, electric sewing machines, encing factors in budget determina- dairy products; bake: products ; 
vacuum cleaners, LV sets, lawn and tion and the importance of co-ordina Texas tax on comme | contest 


fLLitt  f 
INDUSTRIAL SALES AND INVENTORY TRENDS 
1939-1953 


} } } } } } 
Manufacturing Inventories 


So, } } } Manufacturing Sales 


Manufacturing Sales Adjusted 
for Price Change 
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Billions of Dollars per Month, Seasonally Adjusted 


Manufacturing shipments in September continued to sag slightly production has fallen below the March peak. With auto and steel 
from the spring peak level. The drop now definitely reflects the output tapering off, there is no longer any question but that the 
fact that for six successive month: the F.R.B. index of industrial trend and fourth quarter's industrial shipments will fall somewhat, 
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Use them for fast, Ulidomilic territory analysis 


By using only those cards conforming to your It is only necessary to determine what factors 
particular sales territories, yeu can conveniently (or combination of factors) published in the 
apply the SALES MANAGEMENT Survey of Survey would reflect consumer demand for your 
Buying Power to your own market areas. product. If you have any questions on this point, 
Through MARKET STATISTICS, INC., the you may without obligation consult with the staff 
IBM Service Bureau will prepare these analyses of MARKET STATISTICS, INC. for complete 
for you quickly. Or if you have an installation details. 

of IBM equipment, you can prepare them auto- For further information on how to use the Sur- 
matically right in your own office. vey of Buying Power on IBM cards, write or 
More than 100 leading manufacturers and dis- phone Dr. Jay M. Gould, MARKET STATIS 
tributors have adopted this new approach to TICS, INC., 432 Fourth Avenue, New York 16 
setting scientific sales quotas. N.Y. (Velephone Mu. 4-3559 


MARKET STATISTICS, INC. 


RESEARCH CONSULTANTS TO SALES MANAGEMENT 
432 Fourth Ave., New York 16, N. Y. Mu-4-3559 
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To The Young Man 
Looking At Tomorrow 


lf you live for today’s paycheck, this 
opening isn't for you. We are interested 
in contacting a far-sighted, young man 
willing to put in @ year or two ‘proving 
his weres" before taking over as our 
sales manager. Naturally, he must be 
sales minded and a ‘bug’ on coordinat 
ing and handling details. 


The right man will be paid $5000.00 to 
$6000.00 a year as a starter and can 
move quickly into the five-figure field 
when he earns his spurs. He will be our 
chief fectory-dealer contact man and wiil 
spend considerable of his time in the 
field the first year. 


A college graduate is desirable (though 
not absolutely necessary) and he should 
have some sales experience and a real 
yen to get into the sales management 
end. If presently assisting the sales man 
ager of a company selling dictating, 
intercom or allied equipment, such back 
ground would be an immediate asset. 


We have an AAA-I Dun & Bradstreet 
rating. Our product is a nationally sold 
market-proved electronic device whose 
utility renders its users a completely new, 
unusual, time-saving service 


You will live in a beautiful, Central 
Onio college town within easy driving 
distance of a large city. An alert young 
man can build a fine, secure future for 
himseif with our company 


WRITE BOX 2996 


FREE 


CONSTANTLY CORRECTED 
MAILING LISTS 


Manufacturers, Wholesalers, Retailers 
Hotels, Colleges and many others 
ALL LISTS ON PLATES 
WE CHARGE ONLY 
FOR ADDRESSING 
100% Accuracy Guaranteed 
Catalog on Request 


SPEED ADDRESS. 


48-01 42nd St., Loag Islend City 4, N.Y. 
Stillwell 4.5922 


SALES 
Coll. Grad. Vet. married age 26, 
3% years jr. exec. Exp. desires 
oppty to sell on comm. basis; 
will relocate. 
Sox 2995 Sales Management 
386 Fourth Avenue, New York 16, N. Y. 


COMMERCIAL RESEARCH 
ling pulp and paper 


ompany has 


prizes; Canadian dominion law; 

nullification clause to avoid inadvei 
tent conflict with local statutes 
covering redeemable coupons and 


Included is a 


table showing premium laws at a 


premium advertising. 


glance and details of the current 
postal rates and regulations govern 
ing classes of mail used by premiun 
merchandisers. Write to George 
Meredith, I ditor, Premum Practice 
386 Fourth Ave., New York 16 
, ee 


Grocery Route List: ‘Third in a 
series put out by The Philadelphia 
Inquirer, to serve as a mailing list and 
as a guide in making personal calls 
It contains names and addresses ot 
1,158 retail grocery and meat outlets 
n Montgomery County and portions 
of Bucks, Chester and Delaware 
Counties suburban to Philadelphia. 
Outlets in this area have estimated 
annual sales of over $100 million 
based on the 1948 U.S. Census of 
Retail Trade. There is special infor 
mation about OPS sales volume clas 
sifications; grocery, combination o 
meat market frozen 
food facilities ; identification of chains 
super markets, independents and co 
operatives. The list is available with 


out charge to members or the tood 


designations ; 


industry; to others at SI.50 a copy. 
Write to James T. Quirk, General 
Promot on Nlanaget The Philade l 
phia Inquirer, Philadelphia, Pa. 


Mail and Telephone Orders in 
Department Stores: Nation-wide 
study conducted by a graduate stu 
dent committee under the supervision 
of the Research Department of New 
York University School of Retailing, 
with the cooperation of Department 
Store Economist reveal 
that new spapers are used more than 


Findings 


XX QQ, 


any other advertising medium to cre- 
ate more mail and telephone orders. 
Catalogs are 
third among larger stores, while ra 
dio holds the third position in medium 

Among stores do- 
million annually, 8 out of 
10 actively seek mail and telephone 
orders, and consider them an impor- 
tant selling operation. 


Direct mail is second. 


and smaller stores. 


ng over $2 


Among stores 
doing $100,000 to $2 million yearly, 
6 out of 10 solicit this type o1 bus 

ness, but many indicate that it is more 
or less for customer convenience. 
Larger Stores report that the most im 
portant merchandise in mail and tele- 
phone orders are dresses housewares, 
lingerie, no- 


linens and domestics 


tions, and hosiery. In stores doing 


under $2. million, hosiery ngerie, 
nfants 

dren's wear top the list. W te [to 
Charles B. Business Man- 


ager, Department Store Economist, 


100 E. 42nd St., New York 17, N.Y. 


ready-to-wear and 


‘Tanner, 


What the Well-Dressed Man 
Wears: Report trom the readers ot 
True, The Man's Magazv who 
represent a $352 million market to 
Majo! apparel and accessories. Section 
1 includes a summary of ownership 
ot apparel, sportsweal headwear and 
footwear by color, fabric and style; 
summary of ownership by average 
number and average | f 
pure hase of — selected Ss weal 


items; ownership, annu chases 


business irts. sport 
underwear, pajamas, 


and mitts of 
shirts socks, 
ties, gloves, bathing suits, and acces 
sories. Section 2 includes ownership 
innual 
purchases by type, by tabr price 


of suits by type, by model 
paid by type, place irchase ; 
sportswear ; topcoats 
raincoats; hats and 
Write to Clare EF. 
Manager, T 
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INDEX TO ADVERTISERS 


Ac'cent Set roetenet Minerals & 

Chemical Corp.) 74-75 
Agency: Batten Barton Durstine 4 Osborn Inc 
Advertising Corporation of America . 132 

Air Force Times . 
Agency: Clinton D Carr & Co. 
Akron Beacon Journal ....... 58, 
Agency: Phil Di Nuoscio Advertising 
Allied Van Lines, Inc. ; 
Agency: McCann-Erickson, Inc 
The Aluminum Cooking Utensil 
Company, Inc. 
Agency: Fuller & Smith & Ross In 
American Airlines, Inc. . 92-93 
Agency: Ruthrauff & Ryan Inc 
American Aviation 
Agency: Burke Dowling Adams In 
American Telephone & Telegraph 
Co. Classified ‘ aR 
Agency Cunningham & Walsh Inc 
American Red Ball Transit Company Inc. 119 
Agency: Ruben Advertising Agency 
American Weekly ‘ 97 
Agency: Cecil & Presbrey Inc 
Architectural Record : ™ 68-69 
Army Times ° 123 
Agency: Clinton D. Carr & Co 
Associated Business Publications .84-85, 154 
Agency: Media Promotion Agency 


3rd Cover 


Baltimore News Post ... ° 100, 101 
Agency: Anderson & Cairns, Inc 

Bayonne Times 136 
Agency: Harvey 8 Nelson Advertising 

George R. Bryant Co. 128 
Agency: Vanguard Advertising 

Buffalo Courier Express 141 
Agency. Baldwin, Bowers & Strachan Inc 

Building Supply News ; 59 
Agency: Arthur R. MacDonald In 

The Burkhardt Company 57 

Business Week 128A 
Agency: Ellington & Company, In 

Capper's Farmer 146-147 
Agency: The Buchen Company 

Chicago Sun Times : 127 
Agency: John W. Shaw Advertising, Inc 

Chicago Thrift Etching Corp . 123 
Agency: Lamport, Fox, Prel! & Dolk, Inc 

Chicago Tribune 4th Cover 
Agency: N. W Ayer & Son 

Custom Food Products, Inc . 98 
Agency: Marthens, Galloway & Simms, Inc 


Day-Glo ‘ 

Agency: Foster & Davies, Inc 
Dazey Corporation 

Agency: Glee R. Stocker & Associ 
Gerard Delano Studio 
Des Moines Register & Tribune 

Agency: The Buchen Company 
Detroit Free Press 

Agency: Livingstone Porter Hicks 
Detroit News 

Agency: W. B. Doner & Company 
Detroit Times 

Agency: Simons-Michelson Comp any 


Eagle Rubber Company 

Agency: Sweeney & James Co 
Eastman Kodak Company 

Agency: J. Walter Thompson Co 
Ebony Magazine .. 

Agency: Allan Marin & Asso iates, Inc 
Electrical Dealer 

Agency: Meermans, Inc 


Ferber Pen Corporation 

Agency: Lou Kashins Advertising 
First Three Markets Group 

Agency: Anderson & Cairns, In 
Samuel Fitzsimmons & Co 

Agency: Balbran Advertising 
Fort Wayne Newspapers 

Agen y M er Advertising Compar 
Foundry Magazine 

gency: Beaumont, Heller & Spe 

Fountain & Fast Food 


The Greenbrier & Cottages 

Agency: Robert Conahay, In 
Greensboro News Record 

Agency: Henry J. Kaufman & A ates 
Jam Handy Organization, Inc 2nd Cover 
Agency: Campbell-Ewald Company 
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Hinde & Dauch W7 
Agency: Howard Swink Advertising Agency, Inc 


The Schuyler Hopper Company sanene 37 


The Indianapolis Star & News .... 9 
Agency: Sidener & Van Riper, Inc 


The Journal of Accountancy 128 


The Kentucky Hotel 53 
Agency: Doe-Anderson Adver tising Agency 


Ladies’ Home Journal ... 12-13 
Agency: Doherty, Clifford Steers & Shenfield 

Listo Pencil Corporation .. ; 136 
Agency: Brisacher, Wheeler & Stat 

Los Angeles Times ... 108-109 
Agency: Smalley Levitt & Smith Advertising 


Louisville Courier Journal & Times . 7 
Agency: Zimmer McClaskey Advertising 


Machine Design el ‘ : 
Agency Beaumont. Heller & Sperling, In 
McGraw-Hill Publishing Co. 
Agency: Fuller & Smith & Ross Inc 
Lloyd Moritz Enterprizes 
Agency: Leoda Steinheimer Advertis ng 
Miami Herald 
Agency: August Dorr Advertising 
Midwest Farmpaper Unit 
Agency: Olmsted & Foley Advertising 
Mill & Factory 38-39 
Agency: Hazard Advertising Company 
Milwaukee Journal 5 
Agency: Klau-Van Pietersom-Duniap Assoc jiates 
Missouri Ruralist : 64 
Agency: R. J. Potts Calkins. & Holden, Inc 
Moline Dispatch-Rock Island Argus 122 
Agency: C. T. Hanson Advertising 
Motorola, Inc 
Agency: Ruthrauff & Ryan In 


National Broadcasting Compony 
Agency: J. Walter Thompson Co 
National Car Rental System, Inc 
Agency: Ridgway Company 
Novy Times 
Agency Clinton D. Carr & Co 
New Equipment Digest 
Agency: Beaumont, Heller & Sperling 
New York Journal American . 
Agency: Al Paul Lefton Company 
New York News : 
Agency: L. E. Mc Givena 8 Co., In 
New York Times 
Agency: Royal & DeGuzman 


Omaha World Herald 
Agency: Allen & Reynolds Advertising 


Oravisual Co. Inc. 


Pacific Northwest Farm Quad 
Agency: Ruthrauff & Ryan Inc 
Pan American World Airways Inc 
Agency: J. Walter Thompson Co 
Peoria Newspapers, Inc. 
Agency: Arbingast, Becht & Associ 
Perrygraf Corporation 
Agency: Harris & Bond, Inc 
Penton Publishing Company . 
Agency: Beaumont, Heller & Sperling, Inc 
Philadelphia Inquirer 
Agency: Al Paul Lefton Company Inc 
Portiand Oregonian 
Agency MacWilkins, Cole & Webe 
Putman Publishing Company 
Agency: C. Wendel! Muench & C 


130-131 


Company 


RCA Victor Custom Record Sales 79 
Agency: Ross Roy, Inc 

Railway Express Agency 95 
Aaency: Fuller & Smith Y Ross Inc 

Remington Rand Inc. 66 
Agency: Leeford Advertising Agency In 

Roanoke Times & World News 
Agency: The Gasman-Levin Co. In 


@ consumer researc 
@ direct selling 


@ investment offers 
e point advertising 


write — or call direct - 
a 545 FIFTH AVENUE 


NEW YORK 17. N.Y 


Reeves Soundcraft Corporation 
Agency: Dowd, Redfield & Johnstone Inc 


St. Paul Dispatch Pioneer Press 
Agency: Ephraim Holmgren Advertising 
Saladmaster Sales, inc. ; 
Agency: led Workman Advertising 
Sales Tools : 
Agency: George F. Koehnke, Inc 
Sawyer's Inc. 
Agency: Carvel Nelson & Powel! 
Schenley Reserve ; 
Agency: Batten, Barton, Durstine & Osborn In 
Seventeen Magazine 16 
Agency: Al Paul Lefton Company Inc 
Sickles Photo Reporting Service 128 
Sioux City Journal & Tribune ‘ 120 
The Spokane Spokesman Review & 

Daily Chronicle 62-63 
Agency: Richard G. Montgomery & Associates 
Speed-Address 158 
Speedway Manufacturing Company 
Agency: Herbert Baker Advertising 

The Southom Company 
Standard Outdoor Advertising, Inc 
Agency: Calkins & Holden, Carlock 
McClinton & Smith, Inc 
Stee! Magazine 
Agency Beaumont, Heller & Sperling 
Strathmore Paper Company 
Agency: Abbott Kimbal! Co. Inc 
Successful Farming 
Agency: L. E McGivena & Co 
Sweet's Catalog Service 
Agency: The Schuyler Hopper Cc 
Switzer Bros. inc. 
Agency: Foster & Davies in 


Thomas Publishing Compeny 
Agency: WN. Hudson, Advertising 
Town Auto Rentals, Inc 
Agency: W. S. Roberts. Inc 
Troy Record Newspapers 
Trans World Airlines, Inc 
Agency: Batten, Barton, Durstine & Osborr 


United Van Lines 

Agency: Stanley L. Cahn Company 
Utilization 

Agency: Henry J. Kaufman & Asse 


WHBOQ-TV (Memphis) 

Agency: Rosengarten & Steinke, In 
WHO (Des Moines) 

Agency: Doe-Anderson Advertising 
WMCT (Memphis) 

Agency: Simon & Gwynn Advertising 
WSJS (Winston-Salem) 

Agency: Bennett Advertising Cc 
WKY-TV (Oklahoma) 

Agency: Lowe Runkle Company Advert 
WTAR (Norfolk) 

Agency: Evans & Associates Advertis ng 
Westen-Wilcox Sales Agency 
Westinghouse Radio Station inc 

(KDKA-Pittsburgh) 

Agency: Gray & Rogers Advertising 
Worcester Telegram Gazette 

Agency: C. Jerry Spaulding Inc 


Young & Rubicam 
Available! 


Advertising-Sales Promotion Mgr 
with record of results 


WITH stratified MIPS, 


the modern way of communicating with consumers 


Samuel Fitzsimmons & Go. 
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Dr. Henry Gibbons offers a high 
brow definition of a kiss: ““The ana- 
tomical juxtaposition of two orbicu- 
laris oris muscles in a state of con- 
traction.” 
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Add similes: “As plain as fireworks 
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® In aviation, only American Avia- 


tion combines the proof of readership 


of A. B. C. paid circulation with the 
completeness of coverage of C. C. A. 
audited controlled circulation. 

For the TOP of your media list, the 
most powerful circulation audience in 


the aviation world: 


Chart at left shows classi 
fication and breakdowns 
from CCA. Statement of 
May 1953, including both 
paid and directed circu 
lation, 


WHEN PEOPLE READ their newspaper, they are in the 
mood to buy. And that's the time and place to tell 
your story when you want to get buying action. 

More than any other medium, the newspaper 
gives people buying ideas. It is the one thru which 
you can build the consumer preference that reg- 
isters with retailers and gets them to stock and 
push your brand. 

The buying action of readers attracted to the 
Tribune during the past twelve months over 
$57,000,000.00 in advertising. This was more than 


SHIGAG! 


ADVERTISING SALES Chicogo py dad ime 
REPRESENTATIVES “; “: Dreier =o, Seen 


333 Tribune Tower E. 42nd St 


Wt 


has ever been placed in a similar period in any 
newspaper in the world. It was more than was 
placed in all other Chicago newspapers combined. 

Chicago Tribune readers are your basic—and 
best— Chicago prospects. A Tribune representative 
will be glad to discuss with you a plan that can help 
you, as ithas helped others, build a consumer fran- 
chise among the readers of the Tribune that will 
increase your sales and create a stronger compet- 
itive position for your brand. Why not get in touch 
with him today? 


